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ABSTRACT 
This study is concerned with how people evaluate hotels and centres upon the 
methodology for constructing an appropriate scale. 
Empirical studies indicate that, on the one hand, when service quality models were used, 
only some of the anticipated dimensions were found and occasionally that subjects 
composite the anticipated dimension into new ones. On the other hand, in studies where 
bunches of service attributes were used instead of nominated dimensions, completely 
unexpected dimensions were identified. These forms of inconsistency are the starting 
point of this thesis. To an extent the conceptual and methodological problems which 
infect quality measurement are reflected in the most commonly used instrument 
SERVQUAL (Parasuraman, Zeithaml and Berry, 1988). 
The question of whether dimensions of evaluation are specific to a particular service 
industry or are generic is important in the literature, but one feature of the extensive 
literature on quality is that the application to hotels is limited. The majority of service 
quality models offers a general perspective and does not consider unique characteristics 
of the hotel product. Furthermore, the empirical studies indicate that use of available 
models is not sufficient to explain service quality in hotels as they fail to provide a 
reliable and valid measure (Saleh and Ryan, 1991). 
This study initially examines the performance of SERVQUAL and LODGSERV scales in 
assessing hotel service quality. The results support previous studies in response to the 
criticism of these instruments. As a result of these findings, the issues in response to 
measurement of hotel service quality are clarified and a methodology for research is 
designed. 
The second part of this study adopts a confirmatory research approach. The purpose of 
this approach is to substantiate the evaluative dimensions in the sense that whether they 
are actually valid and are employed to evaluate service quality in hotels. However, the 
11 
objective of this research is not to dispute the existing models with their nominated 
dimensions, but to attempt to substantiate the content of the dimensions. By the same 
token, the service quality dimensions are examined in order to assess their usefulness in 
assessing hotel service quality. 
The study works from nominated dimensions back towards models, which postulate their 
relationship. Hence, six atomised individual service quality dimensions are selected from 
the literature, and initially no assumptions are made about the relationship between 
them. It is based on a hypothesis testing procedure to establish the validity of these 
dimensions in the context of hotel evaluation. The research methodology is concerned 
with the development and application of two research instruments: The Likert scale and 
The Indirect Rank scale. The Likert scale is applied in resort hotels and the Indirect 
Rank scale to UK hotels. In developing and analysing of these instruments, different 
scaling procedures from the common alternatives are used. These are Q-Sort technique 
and Guttman methodology. 
Three significant findings are obtained in this research. First, that of the six service 
quality dimensions tested, only 3 were found to be valid and reliable across the three 
samples. Second, a service quality scale is produced. Third, a service quality model, 
which is compatible with the developing service quality literature, is proposed. 
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CHAPTER 1 
CHAPTER 1 
INTRODUCTION AND OBJECTIVES 
1.1 INTRODUCTION 
This research is a study of a scale development process, which aims to assess hotel 
service quality. The research has two fundamental empirical objectives; one substantive 
the other procedural. The substantive objective is to test the validity of a set of 
evaluative dimensions for assessing the quality of hotels. The procedural objective is to 
construct a scale, which is appropriate to the substantive objective. 
The origins of the evaluative dimensions are derived from existing models and scaling 
procedures. These procedures will be evaluated critically and the underlying dimensions, 
which they purport to represent, will form the empirical thrust of the research. The 
assumption of the research is that dimensions exist which form the structure of how 
people see hotels. Furthermore, previous research has located a number of dimensions 
and as a consequence, some of these dimensions have been formed into models of 
evaluation. At the initial stage of the research it is not assumed that these dimensions are 
exclusive to hotels, but that this question will form part of the arguments in support of 
the methodology. The initial stance of the research is that none of the models can be 
accepted with confidence. However, a pragmatic approach is taken in that the study 
Y. Ekinci Chapter 1: Introduction and Objectives 
does not search for new dimensions, but seeks to verify a selected number by means of a 
scaling procedure, which is entirely new to the area of focus. In a sense the research is 
confirmatory of existing knowledge, but approaches it with new methodologies 
Objectives of the research 
i) To investigate the validity of dimensions which underpin the evaluation of 
hotels. 
ii) To develop a scaling procedure which captures the dimensions in (i) 
1.2 BACKGROUND OF THE STUDY 
The research is positioned in the heart of the theoretical an empirical debate over the 
measurement of quality in general and service quality in particular. To this end the 
literature on quality and on service will be reviewed. The models, which exist in this 
literature, will form the basis of the discussion. The question of whether dimensions of 
evaluation are specific to particular service industries or are generic is important in the 
literature. Indeed the models, which exist, address this question whether or not the 
dimensions are generic and therefore, can be applied across a range of service industries. 
However, in constructing a scale the study makes no assumptions either way and regards 
the issue as something to be tested. The literature associates models of quality with 
particular measurement instruments. This study initially focuses on the most prominent 
measurement tool known as SERVQUAL. This model with its attendant scale will be 
scrutinised and its dimensions, along with others, re-measured. 
One feature of the extensive literature on quality is how limited is the application to 
hotels (Gundersen, Heide and Olsson, 1996). The majority of service quality models 
offer a general perspective without considering unique characteristics of hotel product. 
Moreover, the use of these models, in assessing hotel service quality, is quite misleading 
as they are far from providing a reliable and valid information due to the fact that they 
lost their internal and external validity in application of different service organisation. In 
fact, the evaluation of hotel service quality has been largely ignored and it is assumed 
3 
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that the current models are sufficient to explain service quality. However, the empirical 
studies persistently demonstrate that this is not enough (Saleh and Ryan, 1991; Oberoff, 
1989). 
It is a contention of this study that advancement in the evaluation of hotels requires both 
a clarification of accumulated knowledge and further empirical evidence of what is 
already known. Such an approach makes the theory stronger and places it on a 
scientifically concrete ground. This thesis critically examines the available service quality 
dimensions offered in the literature by scaling procedure so that their validity can be 
established in the evaluating of hotels. The study takes its dimensions from known 
service quality models by selecting them according to the characteristics of hotel 
product. Then the re-scaling process is carried out. 
1.3 THE STRUCTURE OF THE THESIS 
The thesis is structured into nine chapters. Chapter 2 is a literature review on service 
quality and its associated constructs including definitions of service quality, customer 
satisfaction, the issue of comparison standards. Chapter 3 critically reviews the available 
models, both qualitative and quantitative techniques and existing scales, offered to 
measure service quality. Chapter 4 explores the nature of hotel product as well as 
theoretical and empirical studies employed for assessing hotel service quality. In this 
chapter, the service quality dimensions, which are to go forward to the methodology, are 
determined on the basis of the studies conducted in the hospitality industry. The content 
of these dimensions is then explored before being transferred on to the methodology 
section. 
The findings obtained from the application of The SERVQUAL and LODGESERV 
scales in assessing hotel service quality are presented in Chapter 5. This piece of 
preliminary study was fruitful for revising objectives and identifying the research 
problem. 
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Chapter 6 addresses the methodological issues, the choices of scaling procedure and the 
research question. The research design together with the appropriate forms of analysis is 
also outlined. As the methodology is based on the application of two discrete scales, the 
results of pilot studies in response to development of these two procedures are presented 
in Chapter 7. 
Chapter 8 presents the study findings obtained from the application of the two different 
instruments which are applied in three study samples: the holiday makers visiting Turkey, 
the travellers visiting UK hotels and the AA (Automobile Association) hotel inspectors. 
Finally, in Chapter 9. the findings of the study are discussed and the conclusions are 
drawn in respect to the evaluation of hotel service quality. 
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CHAPTER 2 
LITERATURE REVIEW; AN EXAMINATION OF SERVICE 
QUALITY: THE CONSTRUCTS INVOLVED AND THEIR 
PURPORTED RELATIONSHIPS 
2.1 INTRODUCTION 
The literature review goes back to the basic psychology of evaluation and to the task of 
evaluating a service organisation. The rationale for looking at the literature in this way is 
the observation that whilst some progress has been made in conceptualisation of service 
quality, research still centres around the same set of problems which faced the earlier 
work. In other words, little appears to have been clarified by progress. It is for this 
reason that this review concentrates on the problems that are rooted in the fundamentals 
of the task. 
The thrust of the argument which will be put forward is firstly, that progress in the 
conceptualisation of service quality is being hampered by methodological approaches 
which adopt too narrow a set of psychological assumptions. In so doing, they have 
possibly overlooked the first principles of the processes of perception and evaluation. 
They have opted instead to go straight through to the concepts of satisfaction and 
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expectations. Whilst this is perfectly legitimate, something may have been missed on the 
way. 
In general, the literature shows that the topic concerns a number of important problems, 
which are: 
i) the definition of quality. 
ii) the definition of customer satisfaction/dissatisfaction 
iii) the conceptual separation of service quality from satisfaction. 
iv) the issue of comparison standard. 
The literature will be reviewed in an attempt to highlight the root of the problems, which 
affect methodology, and the arguments, which ensue, will try to suggest the merits of a 
wider psychological view. The sequence of this review begins with the arguments at the 
conceptual level. 
2.2 THE PROBLEM OF DEFINING SERVICE QUALITY 
The literature abounds with definitions and models, each with their specific implications 
for operational techniques and measurement. Commentators who remark that 
conceptualisation is at an early stage (Lockwood et. al., 1992) or that the concept itself 
is "slippery" (Wilkinson and Willmott, 1995) are really reflecting the most marked 
characteristic of the literature: an unresolved complexity. It could be argued that, to a 
degree, the plethora of ideas and measures that make up this complexity hide the issues 
which have to be addressed if progress is to be maintained. 
The complexity which accompanies definition in the field of quality, is made up of a 
number of interrelated issues which create an almost circular debate. Conformity to 
specified standards brings with it the problem of accuracy of description, which in turn 
raises the question of how far any specification is culturally influenced. This aspect 
becomes more significant when customer expectations are brought into the equation. 
Reading the customer's mind is very much facilitated by cultural understanding. 
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Description is easier for products than for services. This underlines a consistent theme of 
the literature which is that, in measuring service quality, the manufacturing industry has it 
easy in comparison with service industries. 
2.2.1 Conformity to Standards 
Early approaches to defining quality were based on the notion of "conformance to 
specification" whereby the degree to which goods and services met predetermined 
standards was the measure of quality (Crosby, 1984; Deeming, 1982; Juran, 1951). This 
substantive approach remains widely used in the manufacturing industry, since 
specification is relatively easy. Juran's "fitness for the purpose" terminology is a good 
example of this trend. However, it is clear that, even when using the "conformance to 
specification" approach, quality is not an absolute value and its nature does not escape 
subjective orientation. 
2.2.2 Value and Culture 
Holbrook and Morris (1985) state that quality is a self oriented extrinsic and passive type 
of value and that quality judgement is strongly related to other value judgements, such as 
beauty, fun and convenience. All these values give rise to preferences. It follows 
logically that once values are evoked, then cultural origins will also enter the equation. 
Edvardsson and Gustavsson's (1988) definition examines service quality in terms of its 
cultural origins. In this conception, quality is specific to a given culture in which the 
service is produced so that the customer's (or user's) frame of reference, in relation to 
evaluation of quality is formed by a specific culture. If this is true, then the culture and 
the value structure of target customers is important to the design of the service. So, the 
managerial system for controlling quality requires cultural sensitivity i. e., cultural 
variables needs to be considered in its design. 
A further consequence of the involvement of values in conceptualisation is that as values 
are ordered which influences preferences, then the evaluation of quality is likely to be a 
relative process. Zeithaml (1988) defines quality as superiority or excellence, and that by 
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extension perceived quality can be defined as the customer's evaluation of a product's 
overall excellence or superiority. This argument suggests that relative judgements 
encourage a more holistic perspective. In other words, when we rank something, we do 
not use intricate detail as the basis of judgement but a holistic concept. 
2.2.3 The Role of Expectations 
At the heart of the problem of conceptualisation is the role of expectations (Lewis and 
Boom, 1983). It is as prominent here as it is in the theories of motivation and 
satisfaction. The principal models used in quality measurement have expectations at their 
centre. Service quality has been defined in terms of meeting or exceeding a consumer's 
expectation (Parasuraman, Zeithaml and Berry, 1985; Gronroos, 1984; Lewis and Boom, 
1983). 
"Service quality is a measure of how well the service level delivered matches 
customer expectations. Delivering quality service means conforming to customer 
expectations on a consistent basis" (Lewis and Boom, 1983, p. 99). 
This evaluative judgement process may be operationalised in two ways; either by 
comparison of expectations to service providers' behavioural performance (gap theory) 
or simply by the direct evaluation of performance compared (disconfirmation theory) to 
customers' expectations (Gronroos, 1982; Parasuraman, Zeithaml and Berry, 1985; 
1988). In the first case, customers' expectations are measured and then a measure is 
taken of the evaluation of the actual performance of the service. The "gap" is the 
difference. Note that the instrument is the same for both measures. In the second case, 
what is being measured is how well expectations were met - better or worse than 
expected. Reeves and Bedner (1994) suggest that models based on expectations have 
some inherent weaknesses, such as the changeable (dynamic) nature of expectations. 
This throws doubt on the applicability of expectation statements in measuring 
instruments. 
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2.2.4 The Subjectivity Issue 
Whether quality is subjective or objective is a debate heavily featured in the literature. 
Holbrook and Corfman (1985) distinguish between mechanistic and humanistic quality. 
The former is objective and measurable while the second is a subjective response of 
people to objects and therefore, differs between judges. Zeithaml (1988) describes 
objective quality as measurable and verifiable superiority on some predetermined ideal 
standard or standards; whereas subjective quality refers to consumer evaluative 
judgement. Oberoi (1989) classifies the subjective quality and humanistic quality under 
the topic of "perceived quality". By contrast, objective quality and mechanistic quality 
are labelled "actual quality". This distinction is rendered somewhat redundant by the 
argument that objective quality does not exist anyway, since all quality is perceived 
subjectively by someone. Therefore, it is difficult to determine what the ideal standard 
will be. This is a particularly unhelpful argument when the 'gap model' is being applied. 
2.2.5 Marketing Approach 
A pragmatic approach to the problems of definition by Gilbert and Joshi (1992) 
attempted to classify quality into two major groups: the product-attributed approach and 
the consumer-oriented approach. The latter group is subdivided further into a consumer- 
requirement approach to quality and a consumer expectation orientation. The authors' 
view emphasises that service quality should be considered in the second sub-group, since 
it acknowledges the importance of consumer behaviour in the evaluation of services. 
This notion brings quality closer to service design and marketing where the attention is 
on understanding and manipulating the service production process by considering 
consumer perceptions, and by inference, the psychological, sociological and situational 
factors which occur during the service encounter. 
The product attribute approach raises the issue of whether attributes of a product or 
service have differentiating qualities and therefore, has direct connections to evaluation 
and expectations. This idea evokes Herzberg's (1959) two-factor theory in a different 
context arguing that some attributes have a minimum quality level, the absence of which 
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may cause a negative evaluation. By contrast, other attributes produce a positive quality 
(Balmer and Baum, 1993; Cadotte and Turgeon, 1988; Johnston, 1995). 
The specific issues raised above are that there is a lack of a universal definition of service 
quality and the task of measurement is difficult, but not impossible. A more intractable 
problem lies in how quality measurement handles the unavoidable questions of 
satisfaction and dissatisfaction. 
2.3 CUSTOMER SATISFACTION/DISSATISFACTION 
The definition of satisfaction has shown great diversity within industry and societal 
perspectives. The consumer based definition implies that satisfaction is an evaluation of 
the consumption experience in response to the prior beliefs with respect to the available 
alternatives (Engel, Blackwell and Miniard, 1995). The definition focuses on two crucial 
concepts. They are the experience-based evaluation during the consumption period and 
the type of comparison standard utilised in order to arrive at a satisfaction decision. 
Such an approach emphasis the cognitive process that explains how a satisfaction 
judgement is accumulated and completed. Figure 2.1. shows this process. 
Figure 2.1. The Process of Satisfaction Formation 
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Consistent with this view, a satisfaction decision emerges during the consumption period 
and becomes dominant when the consumption period is completed. With reference to 
Figure 2.1. a customer approaches the service encounter with an antecedent attitude 
(ATTa) which might have been accumulated through his previous experiences, word of 
mouth or marketing promotions (t 1). The antecedent attitude is a function of the 
person's expectations. Furthermore, the intention to consume a product at the pre- 
purchase level is assumed to be under the control of the antecedent attitude. During the 
consumption period, the customer compares his expectations with the product (or 
service) performance. By the same token, a disconfirmation takes place during this 
stage. The outcome of this process can be favourable, unfavourable or neutral state of 
being. Hence, a satisfaction or dissatisfaction decision is the function of expectation and 
the level of disconfirmation experience. Oliver (1980) further argues that this 
satisfaction judgement which is time and situation specific soon decays into one's overall 
attitude or establish continuous attitude (ATTc). That attitude later affects the intention 
to re-purchase products (t2). Therefore, the post attitude level, which has been adopted 
recently, is affected by the size and direction of the satisfaction level. The continuous 
attitude is a function of the antecedent attitude as well as the recent satisfaction level 
whereas the intention to re-purchase is a function of the previous intention, recent 
satisfaction level and the continuous attitude. The following set of equations summarises 
this relationship. 
ATTITUDEa(t 1) =f (expectations) 
satisfaction =f (expectations, disconfirmation) 
ATTITUDEc(t2) =f (ATTTITLTDEa (t 1), satisfaction) 
intention (t 1) =f (ATTIT tJDEc(t 1)) 
intention (t2) =f (intention (t 1), satisfaction, ATTITUDEc(t2)) 
Oliver's conceptualisation is appealing both for displaying the cognitive process of 
satisfaction formation and its relationship with other constructs. Tse, Nicosia and Wilton 
(1990, p. 178) also note that, while the amount of literature in this field is highly diverse, 
customer satisfaction should be seen as a process: 
"consumer satisfaction should be conceptualised as a dynamic, multidimensional, 
subjective process following the act of purchase. " 
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According to this research group's view, satisfaction is "a post-purchase process rather 
than a mental state". The satisfaction judgement may be formed during the usage period 
and also it is dynamic. Therefore, the satisfaction decision changes even the post- 
purchase period so that some attributes may not be evaluated immediately. The 
following dimensions should also be considered in understanding the notion of the 
satisfaction from a broader perspective: "motivating process underlying the process", 
"post-purchase activities and feedback", "consumer type", "product type", and 
"situational influences". The process-oriented approach seems to be useful in that it 
emphasises the entire consumption experience as well as the unique measures of different 
components at each stage. 
Oliver (1997) argues that satisfaction is an outcome specific to product or service 
experience. According to his interpretation, this definition is more consistent with the 
recent theoretical and empirical evidence. Oliver (1997, p. 13) notes that: 
"Satisfaction is the consumer's fulfilment response. It is a judgement that a 
product or service feature, or the product or service itself, provided (or is 
providing) a pleasurable level of consumption-related fulfilment, including levels 
of under-or overfulfilment". 
This definition postulates that the fulfilment response is a pleasurable state of being 
which is derived by increasing pleasure or reducing the pain when a problem in life is 
solved. In other words, even reducing the pain may push the customer to normality and 
this stimulates pleasure. However, pleasure can be obtained not only by the unexpected 
effect of overfulfilment, but also a lesser amount of underfulfilment compared to that 
which was expected, such as when the actual damage is less than the expected amount. 
Oliver (1997) further argues that the satisfaction is not bounded by fulfilling needs, but 
the notion of fulfilment requires more elaboration according to different situations. 
Another aspect of his definition is that the customer may utilise his goals as a comparison 
standard in arriving at a satisfaction judgement. 
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2.3.1 The Formation of A Satisfaction Decision 
In line with the above definitions, a satisfaction decision as well as its relationship with 
other constructs are explained in various theories. Roughly ten theories have been 
introduced, but "the expectancy disconfirmation theory" has received the widest 
acceptance, due to its broadly applicable conceptualisation (Oh and Parks, 1997). This 
theory suggests that satisfaction is related to the size and direction of the disconfirmation 
experience (Cardozo, 1965; Oliver, 1980; Bearden and Teal, 1983; Woodruff et. al., 
1983). This paradigm is illustrated in Figure 2.2. 
Figure 2.2. The Expectancy Disconfirmation Paradigm 
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The theory posits three important components before arriving at a satisfaction decision: 
expectation, perceived performance, and disconfirmation. Expectation, in its broad form, 
is an evaluation of products or services before a consumption process starts. Although 
different types of expectation have been introduced to the literature, disconfirmation 
theory does not specifically address any of them. Performance is the evaluation of a 
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product or a service experience. This is specific to customer expectation. 
Disconfirmation is a discrepancy that occurs when the expectation differs from the 
product performance. In response to this, customer satisfaction is a linear association of 
the disconfirmation process. If there is a discrepancy (positive or negative) between 
customer expectation and performance, the outcome arouses either satisfaction or 
dissatisfaction. If the performance meets with the expectation, this causes a positive 
outcome (conformance). 
Despite the popularity of this theory, it suffers from its simplicity. More research is 
called for as the empirical assessment of this paradigm fails to explain satisfaction 
judgement in different social situations when used with different products. Mittal Ross 
and Baldasare (1998) argue that the relationship between attribute-level performance and 
overall satisfaction changes marginally (diminishing sensitivity for both negative and 
positive performance) rather than linearly and symmetrically. Other scholars have 
already emphasised that the satisfaction process is more complex than is explained by 
disconfirmation theory (LaTour and Peat, 1979; Oliver, 1980; Churchill and Suprenant, 
1982). 
Another widely utilised approach for satisfaction is the expectancy-value theory, which is 
proposed as an alternative to the expectation-disconfirmation theory, so that satisfaction 
is seen as a function of a person's valus. A feature of this theory is that a satisfaction 
judgement can occur even if the expectation did not exist (Locke, 1967). According to 
this theory, people act on the basis of what they value or anticipate to happen. 
Expectancy is an assessment of the likelihood of that positive or negative outcome 
(satisfaction of dissatisfaction) which follows from a particular act. In addition, the 
outcome is influenced by cognitive variables specific to a person's values. 
The well known and widely used expectancy-value model for measuring attitude is 
formulated by Fishbein and Ajzen (1975), 
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n 
Ao =1 bi ei 
i=0 
The model proposed that the attitude towards a given object (Ao) can be estimated by 
summing the evaluation (e) of each attribute (i) (or an event, a consequence) multiplied 
by the possessed belief (b) of that attribute (i). Note that the evaluation and probability 
of belief are subjective which may be based on one's values, desires, needs or wants. 
The behaviour ascribed as a consequence of this evaluation is assumed to be rational 
which is based upon product information. Barsky (1992) attempted to extend this model 
by adding the disconfirmation measure. In other words, the degree of disconfirmation 
experience is weighted by the importance rating of person's score for an estimation of 
overall satisfaction. 
Anderson (1973) introduced four theories deeply rooted in cognitive psychology in order 
to understand the consumer's evaluation of the disconfirmation process and satisfaction 
decision: Cognitive Dissonance (Assimilation) Theory, Contrast Theory, Generalised 
Negativity Theory, and Assimilation Contrast Theory. 
Assimilation and contrast theory offers two opposite approaches to the understanding of 
the disconfirmation process. Assimilation theory posits that any type of discrepancy 
outcome between the expectation and perception of performance will be minimised or 
assimilated. From the marketing point of view, if there is a disparity between the 
expectation and performance, the consumer reduces his psychological tension (occurs 
due to a mis-matching process) by pushing the perceived performance of a product 
towards the line of his expectation level. 
According to contrast theory, the consumer magnifies or exaggerates the effect of 
disparity (positive or negative) which occurs between the expectation and perceived 
performance. If the perceived performance of a product fails to meet expectations, the 
consumer evaluates the product less favourably than if he had no prior expectations for 
it, or vice versa. In both cases the consumer's belief system may have a pivotal role in 
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application of either process. If the expectation is well established, the assimilation 
process takes place and the consumer relies on his previous experiences mainly 
established by his expectations. The contrast theory may explain better when the degree 
of expectation has not been well established. Therefore, the assimilation theory may be 
seen as expectation oriented whereas the contrast theory is more performance oriented. 
The generalised negativity theory assumes that any discrepancy between expectations 
and performance results in a generalised negative state, causing the product to be 
perceived less favourable than if it had matched with expectations. Consequently, any 
type of disconfirmation will be perceived as less pleasant or less satisfying than if the 
expectancy had been confirmed. In other words, this theory predicts that satisfaction 
occurs with the positive direction of confirmation, but if there is any disconfirmation 
effect, the consumer will judge the product to be less pleasant (but not unpleasant) than 
if he had no previous expectancy. In accordance with this theory, the expectations which 
may be formed through the marketing activities should match with the real attributes of a 
product or service (Anderson, 1973). 
Alternatively, this process may be related to the level of involvement associated with the 
product or service as the expectation is a function of involvement. However, the effect 
of involvement on service quality is limited (Csipac et. al., 1996), no research has 
examined the direct effect of disconfirmation on service quality to date. 
A final approach described by Anderson (1973) is assimilation-contrast theory. This 
theory assumes that there are two acceptance and rejection zones of cognitive latitudes 
when evaluation is concerned. If the disparity between expectations is sufficiently small 
and close to the acceptance latitude, the consumer will tend to assimilate the difference 
by rating the product performance favourably. In other words, the consumer tolerates. 
However, if the perceived disparity is so large, the contrast effect takes place by 
magnifying the perceived disparity. Therefore, the outcome is that the product is 
rejected by putting it with in the zone of unacceptable latitude. Parasuraman, Zeithaml 
and Berrry (1994b) in the service quality literature adopted this approach as "the zone of 
tolerance". According to their conceptualisation, the customer evaluates the quality of 
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service within three hierarchically ordered zones. The top zone represents the customer's 
desired service level, which is attributed to quality. The middle zone is the zone of 
tolerance and represents the customer's neutrality. The bottom zone corresponds to the 
satisfaction. Furthermore, the degree of tolerance is assumed to expand and contract like 
an accordion on the basis of service type and consumer segment 
Equity theory has also been applied to the study of customer sat/dissatisfaction within 
different consumption situations (Hurpertz, Arenson and Evans, 1978; Oliver and 
DeSarbo, 1988). Equity theory postulates that a person involved in social relationships 
(or exchange) compares his input/outcome ratios with others' input/outcome ratios. The 
major variants of equity theory suggest that parties in the exchange relationship are 
satisfied, if they feel that they have been treated fairly. Inequity occurs when the 
perceived inputs and/or outcome ratio are believed to be inconsistent with the perceived 
inputs and/or outcome of other parties (Hurpetz et. al., 1978). In line with this view, 
equity theory is a bipolar concept similar to the disconfirmation paradigm. However, the 
distinction between these two theories has been outlined in terms of comparative 
dimensions (Oliver, 1997, p. 209). For example, in equity theory, one uses of perception 
of other's inputs and outcomes as opposed to expectation or norms as in disconfirmation 
theory. Furthermore, the emotional response to both situations causes different 
outcomes i. e., positive equity may leads to embarrassment, guilt or glee while positive 
disconfirmation ascribes delight and elation. 
Attribution theory has attracted attention in the domain of consumer satisfaction. The 
majority of studies uses Weiner's (1985) framework of `attribution theory' (Oliver, 
1997). According to Weiner's (1985) interpretation, satisfaction, as a positive or 
negative outcome, is based on three dimensions: (1) locus of causality, (2) controllability 
(3) stability. "The locus of causality" is attributed to the external an internal factors in 
response to the emerging outcome. In other words, this dimensions explains the 
assignment of responsibility for failure (dissatisfaction) or success (satisfaction). The 
control dimension is related to internal and external factors that are imposed to manage. 
Therefore, the "controllability" dimension reflects the power available to consumers and 
merchants including the price the customer is willing to pay and the price asked by the 
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retailer' or alternatively effort or motivation are some of the internal elements that may 
be manageable whereas aptitude is not (Oliver, 1997). The dimension of stability is the 
variability of the cause of the outcome. For this reason, "stability" is a reference of an 
antecedent or a consequence of post-purchase behaviour. For instance, if the customer 
is dissatisfied, he ascribes to the manufacturer (negative external focus), or if he is 
satisfied, the outcome is attributed to himself (positive internal focus). However, his 
satisfaction may be due to his high experience (uncontrollable aptitude) of the product 
and his level of searching for alternatives (controllable efforts). While the amount of his 
effort may vary (be unstable), his experience of the product has been accumulated over 
time, and therefore, it is less changeable (stable). Alternatively, if the customer blames 
himself due to his dissatisfaction (internal locus of control), this may be caused by his 
quick purchase decision when on suddenly feels that it was the right product for himself. 
Hence, this kind of mood at the time of consumption is an unstable and uncontrollable 
variable. 
Certainly attribution theory is rich for understanding and explaining the process of 
satisfaction where a satisfaction or dissatisfaction judgement is the prime effect on 
consumer (Oliver, 1997). Other theories, which received moderate attention, have also 
been introduced in the satisfaction literature, such as the comparison-level theory and 
dissonance theory (Yi, 1990; Oh and Parks, 1997). 
2.4 THE PROBLEM OF SEPARATING SERVICE QUALITY AND CUSTOMER 
SATISFACTION/DISSATISFACTION 
Considerations of quality are inexorably linked to the concept of satisfaction. The 
problem of how to separate the concept of quality from that of satisfaction is given 
added complexity by the problems of definition, which surround both concepts. The 
arguments centre on whether or not they are distinct concepts and if so, which of the two 
concepts is superordinate to the other In turn, the resolution of this debate involves a 
specific set of issues, which are; 
i) The role of cognitive antecedents. 
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ii) The question as to whether, and to what degree, satisfaction and quality share 
cognitive antecedents. 
iii) The influence of specific encounters versus that of more global perspectives in the 
evaluation process. 
iv) How specific experiences accumulate in a holistic perspective. 
v) How diverse multiple experiences accumulate in an overall evaluation. 
vi) The relative influence of each concept on behavioural outcomes. 
The strongest formulation of the relationship between quality and satisfaction is found in 
the model by Oliver (1993) in which the two concepts are said to have distinct 
antecedents. In this model, satisfaction uses predictive expectations as the basis of 
disconfirmation whilst quality uses ideal expectations as its base. Spreng and Mackoy's 
(1996) empirical study confirms these assumptions. 
Both these studies suggest that the distinction is a matter of the breadth of focus and that 
there is a process involved during which the focus gradually widens. Parasuraman et. al., 
(1988) state that the service quality judgement is formed as a result of customers' global 
evaluation of the relative superiority and excellence of an organisation. In this 
interpretation, service quality differs from objective evaluation in that the focus is 
removed from the service performance and is replaced by a general attitude towards the 
firm. Oliver (1980) describes this process in the study of satisfaction. He describes a 
form of diffusion of the feeling of satisfaction in which the initial emotional reaction to a 
service or a product decays over time into a non-specified attitude which is less situation 
oriented and is therefore more enduring. In this formulation, what he calls a continuous 
attitude (ATTc) represents quality and is composed of an antecedent attitude (ATTa) 
and the present level of satisfaction. The latter is the result of a disconfirmation process. 
In this conception, the continuous attitude represents quality 
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The implication of the involvement of antecedent attitudes is that service quality must be 
seen as a superordinate construct under which customer satisfaction is a part. In other 
words service quality is 'bigger' than satisfaction and any particular incident or situation 
which might form the basis of feeling satisfied or dis-satisfied. To understand this 
distinction, it is necessary to see satisfaction as being specific to single service encounters 
and short term evaluation. Empirical evidence for the notion of quality as the 
superordinate entity is suggestive rather than supportive but is, nevertheless, pointing in 
the same direction (Swartz and Brown, 1989; Bitner, 1990; Bolton and Drew, 1991; 
Petterson and Johnson, 1993). 
An alternative construction of the relationship between satisfaction and quality places the 
two concepts the other way around and suggests that it is satisfaction which is the 
superordinate construct (Cronin and Taylor, 1992; Peyrot, Cooper and Snap, 1993; 
Woodside et. at., 1989, Anderson and Sullivan, 1993, Ruyter, Bloemer and Peters, 
1997). In this approach, the antecedent attitude combines with a measure of quality to 
produce a level of satisfaction. Getty and Thompson's (1994) study in the lodging 
industry suggests that quality evaluation leads towards a judgement of satisfaction. 
Rust and Oliver (1994, p. 7) argue that the relationship is based on a matter of 
aggregation between service quality and satisfaction summarised in the following 
statement: 
"Thus we view service quality as affecting service satisfaction at the encounter- 
specific level. Later, separate service encounter experiences can be aggregated 
into overall perception of quality. (and satisfaction, Bitner & Hubbert, chapter. 
3). As can be seen aggregation level plays a critical role in researching and 
understanding the meaning of these two concepts. 
This implication is also consistent with Parasuraman et. al. 's (1994a) postulation that 
consumers evaluate product quality, service quality and price to form a satisfaction 
judgement at the encounter-specific level and this leads to overall service quality 
reflecting the aggregation of the customer's evaluation of multiple transactions. 
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Whilst accepting the argument that quality is something different from the experience of 
a single encounter, it must also be accepted that it cannot be so different as to be 
unrelated. The argument that quality is a larger construct than a particular feeling of 
satisfaction leads to the need for an explanation of how the two concepts interrelate. 
The explanation rests on how experiences accumulate and how this leads to a larger 
mental construct to evaluate them. These prior experiences enter the service encounter 
as antecedents. Interestingly, lacobucci et. al., (1995) state that specific experiences and 
the overall perspective can share the same and different antecedent dimensions. If true, 
this idea has implications for measurement. 
However, the idea of prior experiences contains a further complication, namely that of 
multiple experiences over a short period of time. This alternative construction is about 
the accumulation of many service encounters within the one organisation. Bitner and 
Hubbert's (1994) study is helpful in setting a conceptual framework for the multiple 
service encounter like hotels. Their study offers three definitions: "Encounter 
Satisfaction", "Overall Service Satisfaction" and "Service Quality". The first refers to the 
customer's subjective evaluation of a single service encounter experience, like 
satisfaction with check in and check out procedures or payment arrangements. The 
second concerns "the consumer overall Sat/Dissatisfaction with the organisation 
performance based on all encounters and experiences". On the other hand, quality is 
defined as "the customer's overall impression of the relative inferiority/superiority of the 
organisation and its services" where the definitions are also confirmed with their 
empirical study. Bitner and Hubbert (1994) evoke external variables such as advertising, 
PR, and the experience of others in the quality assessment, although this implication 
suggests that overall quality is formed by encounter satisfaction and overall satisfaction. 
Basically this study implies that the case of the process of accumulation within an 
organisation is no different from that of multiple service encounters around a number of 
organisations over time. 
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2.4.1 External validity 
One way to separate the two concepts is to look at the antecedents or consequences 
which correlate with them. In terms of outcomes, the question arises as to whether 
quality assessments and satisfaction constructs have the same consequences for 
consumers' future behaviour such as purchase intentions or recommendations. The 
empirical evidence suggests that they do (Anderson and Sullivan, 1993; Zeithaml et. al., 
1996; Iacobucci, 1995; Taylor and Baker, 1994). Getty and Thompson's (1994) 
analytical results show that service quality has a greater effect on the propensity to 
recommend than does satisfaction in the lodging decision. 
In the light of the above discussion on defining quality and on the problem of its 
relationship to satisfaction, it is possible to highlight the issues which the methodology 
has to confront. These are; 
i) The separation of quality from satisfaction 
The problems of distinction between quality and satisfaction at the methodological level 
are only a reflection of the problem at the conceptual level. As the distinction is not 
conclusive, the judgement is often made at the interpretation level (Liljander, 1994; 
Liljander and Strandvick, 1993). lacubucci (1995) states that there is no difference 
between the quality assessment and the satisfaction/dissatisfaction constructs when 
disconfirmation is the basis of measurement. However, better empirical results have 
been achieved when the performance only measurement is used in the assessment of 
service quality. 
ii) The question of a shift in perspective from the specific encounter to the overall 
organisational perspective. 
This problem is only a reflection of the conceptual difficulty in determining the process 
whereby a specific experience relates to holistic evaluation. Danaher and Mattsson 
(1994) suggest that encounter-specific satisfaction should be measured immediately after 
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the process is complete, while overall satisfaction should be measured after the complete 
service delivery. By implication overall service quality as well as the customers' 
behavioural intentions should be measured some time after the overall service encounter 
was completed (Petterson and Johnson, 1993). 
iii) In relation to ii), the question of accumulation of multiple encounters 
The question of multiple experiences in one organisation is problematic to methodology 
principally, because it is difficult to tell when the accumulation started. What appears to 
be a build up of experiences from encounters may be antecedents brought in from 
previous (service) experiences. 
iv) The argument that quality and satisfaction may produce different behavioural 
intentions. 
The fact that quality and satisfaction may have different behavioural outcomes is an 
opportunity rather than a problem and one which has not been explored thoroughly by 
the empirical approaches. 
2.5 THE ISSUE OF COMPARISON STANDARDS 
Several comparison standards have been introduced, but they are based on different 
perspectives. In many studies, these standards are not only used as an alternative of one 
to another, but also seen as a complementary for predicting customer satisfaction. 
However, the use of comparison standards often trigger methodological problems in the 
measurement of service quality due to its vague conceptualisation and mis-interpretation. 
This becomes more complicated when a specific comparison standard fails to explain 
service quality judgement in different service situations. 
Woodruff et. al., (1991) describe five types of standard introduced into the literature: (1) 
expectations, (2) equity, (3) experienced-based norms, (4) desires and values, (5) 
promises. 
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In the majority of studies utilising the disconfirmation paradigm, expectations are 
considered as a belief standard that consumers use to judge their experience of a product 
or service performance. The use of expectations as a comparison standard becomes 
more crucial when the inferred disconfirmation methodology (gap methodology) is used 
for service quality since there is a greater need to understand the nature of expectations. 
Lilj ander and Strandvic (1993 a, p. 12) emphasise this view as follows: 
"The term expectations in service quality literature has a different meaning for 
different authors and the meaning is not always made clear to the reader, who 
reads into the word his/her own interpretation. Some research reports do not 
even mention how expectations were operationalised, thus making it difficult for 
the reader to draw any conclusion from the results". 
The argument also emphasises that even a conceptual distinction can be offered between 
satisfaction and service quality by the nature of the performance and expectation 
measures (Liljander, 1994). 
The definition of expectations has varied from a narrow to broad perspective. In narrow 
terms, expectations are seen as a belief of future performance of the product or service. 
This may be gained through personal experience, or marketing promotions. A much 
broader definition implies that expectation is associated with the level of product 
performance. Miller's (1977) conceptualisation of expectations introduces this notion. 
According to his description, expectations are classified into ideal, minimum tolerable, 
and deserved level. While using expectations as a comparison standard in its narrow 
sense is popular and reduces the confusion from the consumer's point of view, it limits 
existing knowledge and brings another debate on whether or not the concept should be 
put under scrutiny. It should be. A further argument states that expectations are 
insufficient for predicting satisfaction so that consumers can still be satisfied with 
products although the product does not meet consumer's expectations. For instance, 
when the product is better than anything else currently available (LaTour and Peat, 
1979). 
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The use of equity is established as a comparison standard when appraising the interaction 
between the two parties. This means that consumers' perceived benefit/cost ratio is 
compared against the seller's corresponding ratio (Oliver and Swan, 1989). However, 
the support for using equity theory is controversial in empirical studies. Whilst Tse and 
Wilton (1988) demonstrate that equity is not a good operationalisation of a comparison 
standard, Liljander (1995, p. 148) argues that the negative result may be due to poor 
research design. 
It is proposed that consumers employ their experiences as a comparison standard in 
judging product performance (Woodruff, Cadotte and Jenkins, 1983). The experiences 
may be derived from more than one sources including experiences of other brands, other 
products, or similar product classes. These have accumulated over time and become a 
norm. There is a wide range of evaluation consisting of performance of focal brand, 
(belief on what a focal brand should achieve), brand attitude and brand expectation. 
Hence, no direct experience is necessary with a specific focal brand. Furthermore, the 
norm is different from the expectations in the sense that it is derived through an 
experience of many different brands. It is also acceptable that both share some common 
core (Cadotte, Woodruff and Jenkins, 1987). For this reason, norm is divided into two 
categories: brand based norms and product based norm. The polarity of experiences 
highlights probability of multiple standards being used by consumers in arriving at the 
satisfaction of services. The same idea introduces the switching behaviour of comparison 
standards from person to person as well as from situation to situation. Woodruff et. al., 
(1983, p. 299) note that: 
"One person may have considerable experience with only one brand, whereas 
another may have experiences with an assortment of brands. Moreover, the same 
person may apply different norms in different use situations. For instance, one 
kind of norm may be used to determine satisfaction with restaurant visited for a 
special occasion, whereas another might be applied when the family goes out for 
a meal". 
Cadotte et. al., (1987) compared three alternative comparison standards. Their study 
suggests that more than one experience based standard norm such as the product norm 
and the best-brand name, other than expectations (belief) were being utilised by 
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consumers in arriving at a satisfaction decision. But no specific standard always 
provided the best explanation of satisfaction decision. Rather, comparison standards 
varied according to usage situations. 
The theoretical arguments employing values (desires, needs or wants) as a comparison 
standard is compelling, because values occupy the focal point of human perception and 
evaluation (Rokeach, 1973). The means-end models imply that product attributes are 
linked to consumer values. The consequences of this evaluation are the desired outcome 
(Olshavsky and Spreng, 1989; Gutman, 1982). Although the early empirical studies give 
lack of support for using values as the standard, this result is controversial and likely to 
be caused by methodological problems (Westbrook and Reilly, 1983). It is noted that 
the use of `should expectation' representing consumers' desires causes serious 
measurement problems in the gap model (see Chapter 3). 
However, Spreng, Mackenzie, and Olshavsky (1996) offer an alternative model by 
considering the previous methodological problems. They employed values as a 
comparison standard by re-defining the roles of desires, expectations and performance in 
the process of satisfaction formation. The results indicates that the desired congruency 
between what a person desires and what they get, has a significant effect on attribute 
satisfaction, information satisfaction, and overall satisfaction. However, the findings are 
limited due to the fact that the study used experimental research design. As a result of 
this limitation, the concept of value and its relationship with service quality requires a 
further study. The relationship between these concepts needs elaboration. 
Liljander and Strandvic (1993b) categorised the available comparison standards into four 
groups: transaction, relationship, industry standards and ideal. The transaction standard 
focuses perceived quality of a specific transaction. The predictive expectation (will 
happen) and equity are the main pillars of this group. The relationship group refers to 
image and brand norm where the consumer's relationship with the company is taken into 
account over time. The industry standards contain the best brand norm, product norm 
and adequate standard which may be compiled from other companies within the industry 
that the consumer has experienced. Although the ideal expectation may represent 
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excellent service as in the form of desired service, it is not necessarily connected with any 
existing service currently used. Their study suggests that the brand norm is the most 
effective one whereas the best brand norm was found to be the least effective one in 
assessing service. These results also raise the possibility of using multiple comparison 
standards simultaneously. 
The question of which comparison standard is most likely to influence satisfaction or 
service quality has also been addressed. The findings have diverged according to the 
researchers' interpretation of service quality and satisfaction. Tse and Wilton (1988) 
examine this possibility by using three types of comparison standards: expectations, ideal 
and equity. The results indicate that customers use two types of comparison standards 
expectation and brand norm simultaneously in satisfaction formation, but the equity. 
Liljander (1994) compared eight different comparison standards, service excellence, best 
brand norm, product type norm, brand norm, adequate service, predicted service, 
deserved service and equity, to predict service quality. The findings demonstrate that 
deserved service is the best determinant of satisfaction with service. Although desired 
service has been either very seldom used, mis-specified or mixed with other standards in 
previous studies, this is in a sense, what customers get as a benefit from interaction with 
an organisation in a service episode. The performance alone measurement follows this as 
the second most usefull determinants of satisfaction. It is also noted that this measure 
highly correlated with deserved service. 
Spreng et. al., (1996) emphasise that consumers use multiple standards in making 
satisfaction decisions. The study demonstrates that both expectations and desired 
congruency influence satisfaction. Although their model proposes that while both 
standards are important, this may reduce to simpler forms under different conditions such 
as the amount of information received or the type of product evaluated. An alternative 
argument emphasises that consumers recall different evaluation strategies for post- 
purchase evaluation relative to pre-purchase evaluation (Gardial, Clemons, Woodruff, 
Schuman and Burns, 1994). Hence, the comparison standard used by consumers may 
not only shift from single to multiple before and after evaluation but also changes by 
type. This reinforces the idea that the standard may be constructed at the time of 
29 
Y. Ekinci Chapter 2: Literature Review 
appraisal rather recalled from prior experience. Woodruff et. al., (1991) note that if a 
customer uses multiple comparison standards at the time of measurement, the 
identification of the right standard may be difficult due to limited memory factors e. g., 
accessibility, product type, life style etc.. Although this may be overcome by providing 
as many standards as possible, there is a need for further research and the debate in the 
service quality literature continues (Parasuraman et. al., 1994a) 
2.6 CONCLUSION 
The theory of service quality is heavily influenced by the customer satisfaction literature, 
which is dominated by the application of disconfirmation theory. Definition of service 
quality is a major problem because of a mix of conceptualisation and interpretation 
between service quality and customer satisfaction. There is a notion in the literature that 
the field is not making enough out of what is 'natural' psychological functioning. 
Disconformation theory is possibly more 'natural' than gap theory, but the psychological 
origins of both do not come through strongly enough, especially when they are being 
used as the basis of measurement models. 
Outlining the relationship between service quality and satisfaction shows that progress 
has been made in terms of theoretical formation. However, empirical studies are 
unconvincing. This is due to two reasons; first, the methodology employed to test this 
relationship differs widely among the studies. Second, there is a lack of connection 
between the two areas of literature (satisfaction and service quality). For example, for 
one researcher working on customer satisfaction, service quality leads to satisfaction and 
satisfaction is a superordinate construct to service quality. Conversely, when another 
researcher focuses on customer satisfaction, the relationship is the opposite. It may be 
wise to argue that satisfaction may have two positive and negative cognitive 
components. The quality of service is used as an input at the time of satisfaction 
formation. When the customer is satisfied, service quality is an antecedent of customer 
satisfaction, but if service quality is a global evaluation, which occurs after service 
experience, that satisfaction is used as an input or a mediator variable which changes 
antecedent attitude (or service quality). However, this may not explain all the variance in 
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some situations. In line with this, when dissatisfaction occurs, it may not necessarily be 
that the quality of service is poor, and furthermore the outlined relationship may change 
over time. The separation of these two constructs deserves further research, which 
should be focused on a longitudinal study (O'Neill, Palmer and Begss, 1998). 
Another argument that has arisen is that service quality research needs a broader 
framework within which to work and to get that template, it is necessary to draw back 
from the current complexity. Continuing to play the game with only two clubs - 
expectations and satisfaction means slow progress. It is possible to suggest that the 
psychological parameters need to be widened. For example, the argument over 'ideal' 
versus 'normative' standards seems to ignore the fact that, especially in the case of 
experienced travellers, the evaluation of standards may be a case of 'typification' of a 
class. It would not be at all surprising to find that guests who can differentiate between 
hotels in the same category have a typical example at the forefront of their cognitive 
map. The comparison standard to predict service quality may be useful, but the 
conceptualisation of standard seems to be in its infancy and therefore, the use of 
comparison standard triggers methodological problems. While performance oriented 
measurement is favoured for the assessment of service quality, the relationship between 
performance and perception should be put under scrutiny in order to understand the 
construct better and to manage it effectively (Johnston and Heineke, 1998). 
As Yi (1991) notes, the measurement of satisfaction is quite challenging to the researcher 
due to the potential bias in the data; including selection bias, non response bias, interview 
bias, scale bias and demand characteristics. Thus, there is a great need for a common 
scale or a definition for valid comparison across studies. This can be achieved through 
conceptual precision on key constructs and by establishing the validity of data. Certainly, 
all these suggestions are equally valid for the measurement of service quality. Chapter 3 
outlines the measurement problems corresponding to service quality. 
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CHAPTER 3 
LITERATURE REVIEW; SERVICE QUALITY MEASUREMENT 
ISSUES 
3.1 INTRODUCTION 
This chapter initially focuses on service quality models, and then investigates the service 
quality measurement techniques. At the outset of the chapter, a critique is made of the 
two schools of thought, which are the main stream in the literature. Particular emphasis 
is placed on the "gap model" and its conceptualisation of service quality as it has been so 
influential. Following this, the two popular service quality measurement techniques 
namely, the Critical Incident Technique, and the Importance Performance Analysis, are 
introduced. Moreover, their role in the measurement of service quality is discussed and 
compared. 
The two major conclusions derived from the literature review are as follows: first, the 
validity and the reliability of a service quality scale is critical in measurement. In 
particular, this means that a stringent proof of empirical evidence about the existence of 
dimensions claimed by the models is needed. Second, the performance only 
measurement achieves better result compared to the disconfirmation oriented measures in 
the assessment of service quality. 
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3.2 SERVICE QUALITY MODELS AND DIMENSIONS OF SERVICE 
QUALITY 
The complexity of service quality definition has led to the use of multidimensional 
models for explanation (Gronroos, 1984; Parasuraman et. al., 1985; Armistead and 
Wampach, 1988; Haywood-Farmer, 1988; Lehtinen and Lehtinen, 1991). The 
theoretical approaches have recently been divided into two schools of thought: the North 
American School of Thought, and the Nordic School of Thought (Gronroos, 1984, 
Lehtinen and Lehtinen, 1991). The discussion, which follows, is confined to these two 
schools. Then, emphasis is placed on other service quality models, which have had a 
significant influence in the literature. 
3.2.1 The North American School of Thought 
The North American school of thought is dominated by Parasuraman et. al. 's (1985) 
service quality model namely SERVQUAL and its extension of the scale called 
SERVQUAL. By utilising the same model, hospitality researchers have also designed a 
content specific scale, LODGSERV, for hotels (Knutson, Stevens, Wulleard and 
Yokoyoma, 1990). 
3.2.1.1 The SERVQUAL Model 
The SERVQUAL model was developed after a study of both customers and executives 
in different service organisations. The model, which ensued, conceptualises service 
quality as a gap between customer's expectations (E) and the perception of the service 
providers' behavioural performance (P). According to the model, service quality should 
be measured by subtracting customer's perception scores from customer expectation 
scores (Q=P-E). The greater the positive score, the greater the positive amount of 
service quality or vice versa (Parasuraman et. al., 1985). Figure 3.1. shows The 
SERVQUAL Model 
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Figure 3.1. The SERVQUAL Model 
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Source: Adapted from Parasuraman et. al, 1985, p. 47. 
Different from the existing quality models, SERVQUAL gives attention to both the 
provider and the customer of the service. The basic idea behind the model is that 
customer perception of service quality is affected by four gaps or deficiencies which 
occur on the provider's side. Therefore, it is up to the marketers and operation 
managers to focus on these critical gaps in order to control gap five which is consumer 
orientated and the focal point of the model (Zeithaml et. al., 1991). 
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According to this model, there are five gaps, which affect the perception of service 
quality. The first gap is the difference between customer's expectations and 
management's perceptions of customer expectations (the knowledge gap). The main 
reason for this gap is the management's lack of understanding of what customers expect 
The second gap is the difference between the management's perception of customer 
expectations and service quality specification (the standard gap). The size of the gap 
depends on whether or not there is a discrepancy between the manager's perception of 
customer expectations on specifications established by the management such as 
management commitment to service quality, goal setting, task standardisation and 
perception of feasibility (Zeithami et. al., 1991). In order to control this gap first, the 
specifications need to be set both clearly and realistically. Second, management and 
employees should committ for carrying out these specifications. 
The third gap is the difference between the service quality specification and the 
perception of the service delivery process. This is also called a `service performance 
gap'. This gap is dependent upon the level of performance. The gap is claimed to be 
opened when the employees are unwilling to perform their task or when they have 
limited competence to carry out the established standard. The size of the gap can be 
managed by improving teamwork, employee job fit, technology job fit (Zeithaml et. al., 
1991). 
Gap four is the difference between service delivery and the information given to 
customers about the services (the communication gap). The gap occurs when the 
customer's expectations of the service promised through internal and external 
communications; i. e., advertising, internal communications, but the actual service 
delivery diverges. The size of the gap can be reduced by both accurate communication 
and achieving the promises (Zeithaml et. al., 1991). 
Gap five is the difference between customer expectations and the perception of service 
delivery. Within this model, the research group classifies Gaps 1-4 as the independent 
and Gap 5 as the dependent variable. The existence of four gaps is therefore, seen to 
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impede the delivery of the service which customer would perceive to be of high quality. 
Word of mouth communication, personal needs, past experience and external 
communication are also additional factors that affect customer expectations of service 
quality. 
In accordance with the gap conceptualisation of service quality, Parasuraman et. al., 
(1988) subsequently developed a multi-dimensional instrument, the SERVQUAL scale, 
to measure service quality. They propose that the customer's perception of service 
quality is established through the five factors (or dimensions): tangibles, reliability, 
assurance, responsiveness and empathy. Furthermore, it is claimed that these 
dimensions are generic for any service organisation. 
3.2.1.1.1 The Critique of The SERVQUAL Model and The SERVQUAL Scale 
This formulation of service quality has received a great deal of criticism (Buttle, 1996; 
Smith, 1995a). At the heart of the critique is the gap methodology. Firstly, the 
conceptualisation of expectation as a comparison standard in the model is a difficult 
concept to quantify. Secondly, if the variables are difficult to quantify then, by 
implication, the gap score becomes that much less secure as a measurement. Thirdly, 
conceptual inadequacy leads to operational misconceptions and misinterpretation of the 
gap formulation. Finally, there is cause to doubt the universal quality of SERVQUAL 
dimensions. 
The SERVQUAL model, and its scale have been criticised for having lack of validity and 
reliability criteria when used to measure service quality (Buttle, 1996). The criticisms 
concern both the model itself and its scale when applied to other service situations. 
Therefore, some revisions and amendments have been made to the scale over the last ten 
years (Parasuraman et. al., 1988; 1991; 1994a). This section intends to develop a 
chronology on the development of the SERVQUAL scale. The empirical findings in 
response to the SERVQUAL scale as well as its model are also compiled. This extensive 
review is expected to outline the main problems with the SERVQUAL methodology and 
its formulation of service quality. 
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3.2.1.1.2 The Generation of The SERVQUAL Scale (1988) 
At the outset, the SERVQUAL research team conducted an exploratory study in order 
to investigate the concept of service quality due to the fact that the literature was not rich 
enough in this area (focus group interviews with consumers and in-depth interviews with 
executives). Four categories of service: product repair and maintenance company, retail 
banking, credit card, and securities brokerage, were chosen as it was claimed that these 
companies represent a cross section of industries based on Lovalock's ( 1980,1983) 
categorisation of services. A further justification was that consumers basically use 
similar criteria in evaluating service quality regardless of the type of service offered. As 
a result of their survey, the service quality attributes were classified into the 10 
overlapping dimensions: reliability, responsiveness, competence, access, courtesy, 
communication, credibility, security, understanding, and tangibles. These ten 
dimensions and the gap formulation of quality later served as a basic structure in order to 
generate the SERVQUAL scale (Parasuraman et. al., 1988). It was also noted that the 
main procedure for constructing the SERVQUAL scale is based on Churchill's (1979) 
recommended paradigm for developing better measures of marketing constructs. This 
paradigm is shown in Figure 3.2. 
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Figure 3.2. Churchill's Recommended Procedure for Developing Better Measures 
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Source: Adapted from Churchill, 1979, p. 66. 
According to Churchill (1979), a scale should be constructed in an eight step process. 
This process ensures that the measured construct is valid and reliable. At the beginning, 
ninety-seven items, approximately 10 items per dimensions were generated. Each item 
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was recast into two statements one to measure expectations and the other to measure 
perceptions of a service performance. A seven point anchor scale ranging from 
"strongly agree" (7) to "strongly disagree" (1), with no verbal labels on the scale points 
of 2-6 accompanied each statement. Approximately half of the statement pairs were 
worded positively and the others were worded ne atively in accordance with the 
suggested procedure. 
The scale purification stage involved adding a long-distance telephone company in 
addition to four original service companies (bank, credit card, maintenance company and 
a product repair firm). The initial data was collected from a sample of 200 respondents 
(forty recent users of each service category). Qualified respondents were asked to 
complete a self-administrated questionnaire, which included statements relating to ninety- 
seven items and then to express their expectations and perceptions of service quality. 
The first stage of scale purification was achieved by analysing the pooled data by 
computation of the coefficient alpha (Cronbach, 1951). Thus, the values of coefficient 
alpha ranged from . 
55 to . 
78 across the ten dimensions. Deletion of items followed 
(based on the items corrected item to-total correlation) by the re-computation of alpha 
values. In the initial stage, a set of fifty four items then, thirty four items based on seven 
dimensions, with alpha values ranging from . 
72 to . 
85 were obtained as a result of the 
factor analysis. It was claimed that this was an indication of a good internal consistency. 
The total scale reliability score was reported as high (. 94) for those thirty four item scale 
in the first stage of analysis. 
Further data collection involved 200 subjects from the four service organisations (a bank, 
a credit card company, repair and maintenance company, and a long-distance telephone 
company) to test the 34 item scale and its psychometric properties. 
The second stage of scale purification also involved a separate analysis including the 
computation of alpha values (along with corrected item-to-total correlation) and a matrix 
following oblique rotation of a seven-factor solution. At this stage, the corrected item 
to-total correlation for several items, and some of the coefficient alpha values were less 
47 
Y. Ekinci Chapter 3: Literature Review 
than the previous stage (52 to . 
84). In addition, the obtained factor loading showed a 
greater overlap between some dimensions. Therefore, the analysis supported the 
deletion of further items and the combination of dimensions. As a result of this, 
Parasuraman et. al., (1988) claimed that a refined scale measures five dimensions: 
tangibles, reliability, responsiveness, assurance, and empathy. 
3.2.1.1.3 First Revision of The SERVQUAL Scale (1991) 
As a result of increasing criticism of SERVQUAL (see 3.2.1.2.4. c Empirical Challenges 
to the Methodology of SERVQUAL), Parasuraman et. al., (1991) tested SERVQUAL 
through a mail survey in a telephone company with a sample of 300 customers. 
However, the response rate was low (23%) and only 68 people participated. This 
sample was not only small for confirmatory factor analysis, but also for the assessment of 
scale reliability (Tull and Hawkins, 1993). 
Having completed the analysis, two important modifications were made to the scale. 
The expectation part of the scale was re-worded. The main reason was that the 
expectation score always produced high mean score (the average mean score was 6.22 
out of a7 point Likert scale) compared to the perception part. However, this was totally 
unanticipated, because the items were intended to measure customers' normative 
expectations (would) whereas the original model purported to measure the customers' 
ideal expectation (should). Consequently, the wording of the expectation changed from 
"Should" terminology to "Excellent" terminology. Some minor wording changes, 
parallel to the expectation section were also carried out on the perception part. 
Some amendment was also made to the negatively worded items for three reasons. 
Firstly, respondents might have been confused by the negatively worded expectation 
items, since their standard deviations were continuously higher than the positive items 
(E= 2.07 to P= 0.77). Secondly, the negatively worded items were found awkward, as 
their meaning was not consistent with positively worded items. Thirdly, the two sub- 
scales - responsiveness and empathy which contain many negatively worded items 
consistently produced a low reliability score compared to the initial study conducted in 
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1988 (coefficient alpha scores ranged from . 
69 to . 76 
for responsiveness . 
71 to . 
80 for 
empathy at the scale purification process in 1988 whereas in this study, reliability of the 
responsiveness scale was . 61 and reliability of the empathy was . 66). Thus, all the 
items 
were worded positively and this was followed by minor wordings changes on the 
tangibles and assurance scales (Parasuraman et. al., 1991). As a final modification, a 
hundred point scale was included with the original questionnaire in order to assess the 
relative importance of the five dimensions. 
In order to re-assess the performance of SERVQUAL, a subsequent mail survey was 
employed. The returned sample size ranged from 290 to 487 customers across three 
companies: telephone repairs, retail banking, and insurance in order to generalise the 
study findings on a broad range of services. Parasuraman et. al., (1991) claimed that 
these services, with the exception of retail banking, were different from the services 
utilised in previous studies 
However, their study indicated that the obtained factor structure was different from the 
one reported in the previous study. The tangible scale, the first and the last two 
together, divided into two factors. The two dimensions - responsiveness and assurance- 
showed a considerable overlap and the majority of scale items loaded on a single factor. 
However, Parasuraman et. al., (1991) retained the five factorial structure by referring to 
their findings in 1988. They claimed that respondents can discriminate the five 
dimensions according to `a paired-sample t-test', although the dimensions displayed an 
overlapping structure in factor analysis. 
3.2.1.1.4 The Limitation of The SERVQUAL Scale 
The SERVQUAL scale has been criticised in terms of poor reliability and validity when it 
is applied in different service settings. The criticisms with respect to this section are 
recast into three groups: methodological challenges, theoretical challenges and empirical 
challenges. 
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3.2.1.1.4. a Methodological Challenges 
(i) Criticisms of the Reliability of The SERVQUAL Scale 
The Cronbach's Alpha (Cronbach, 1951) was the main measure used by Parasuraman et. 
al., (1988) in assessing the reliability and internal consistency of a scale. In the 1988 
study, they reported that the total scale reliability of SERVQUAL was consistently high 
across the four samples (almost . 
90) with some of the possible exemptions of a couple of 
alpha values pertaining to the tangible scale (. 52 to . 
64). The reliability of the sub-scales 
were also high (alpha values = . 
72 to . 
86) in the scale purification study. It was claimed 
that each scale provides construct and discriminate validity based on these scores. 
In the second study conducted in 1991, the coefficient alpha scores of the sub-scales 
ranged from . 
60 to . 
93 across the study samples. This was also attributed to evidence of 
an improvement in the SERVQUAL scale. 
Brown et. al., (1993) argue that Parasuraman et. al. 's formula used for the reliability of 
difference scores (P-E) was inappropriate because this formula was for the computation 
of a linear combination rather than a computation of gap measure. Such computations 
cause potential reliability and validity problems. In particular, the reliability of a scale is 
inflated when it is used for gap measure. It is also emphasised that Parasuraman et. al. 
do not assess the correlation between the components (P-E) adequately, and therefore 
their reliability analyses are flawed. 
Payne (1993) states that the acceptable coefficient alpha score should be . 
70 or above. 
In contrast, Nunnally (1967) suggests that a reliability of . 
90 is the minimum and . 
95 
should be considered desirable for an important decision to be taken. The latter figures 
seem to conflict with some of the scores of the SERVQUAL dimensions, in particular, if 
this instrument is seen as a mature scale. 
Smith (1995a) points out that the SERVQUAL might be unreliable since the respondent 
item ratio (only 200) is considerably less than suggested in the literature. Additionally, 
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the sample is small and potentially biased to develop a generic measure due to the 
restricted nature of the chosen population to only bank, credit card company, repair and 
maintenance firm, and long distance telephone company. The sample is further restricted 
by the omission of smaller organisations. 
(ii) Criticisms of the Validity of The SERVQUAL Instrument 
In the first study, the validity of the scale was assessed within two criteria reported by 
the SERVQUAL authors: construct validity and convergent validity. Parasuraman et. 
al., (1988; 1991) argue that construct validity can be judged by its the face or content 
validity in addition to the internal consistency measure which computed by coefficient 
alpha. Examining the scale's correlation against the overall quality scale assessed the 
convergent validity of SERVQUAL. Consequently, respondents were asked to rate the 
overall service quality score (OSQ) on a single scale. 
The SERVQUAL's predictive validity was further assessed based on the two 
conceptually related variables in the first study: (1) whether respondents would 
recommend the service firm (recommend) and (2) whether they had ever reported a 
problem with the services (problem). 
In the second study, Parasuraman et. al., (1991) assessed two types of validity. First, the 
construct validity was examined by utilising a regressing analysis between the gap scores 
of the five dimensions and the (QSO) score. Second, the predictive validity which was 
assessed through the relationships between the weighted gap score and the three 
conceptually related variables: did you have a problem?, was your problem resolved?, 
and would you recommend?. 
The following interpretations pertaining to the convergent validity are either used to 
analyse the SERVQUAL scale or suggested for a future application. These are helpful 
to understand and compare Parasuraman et. al. 's (1991, p. 439) validity approach; 
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if.. coefficient alpha reflects the degree of cohesiveness among the scale items and 
is therefore, an indirect indicator of convergent validity". 
"A more stringent test of convergent validity is whether scale items expected to 
load in a factor analysis actually do so". 
However, according to the following, Parasuraman et. al. 's validity approach conflicts 
with the well-established validity terminology in the literature. Even their validity 
approach considerably varies and sometimes contradicts itself with the two studies 
conducted in 1988 and in 1991. 
Kaplan and Saccuzzo (1989) view the concept of validity in four categories: face, 
content, criterion and construct validity. Face and content validity are very practical (or 
a first requirement) and related to the instrument's ability to adapt to different situations. 
For example, the adaptability of SERVQUAL 's 22 items to a different service setting. 
Criterion and construct validity are critical and require a more complex procedure. 
Because of this, criterion validity splits into the two separate validity components; 
concurrent and predictive validity. Tull and Hawkins (1993, pp. 244-245) distinguish 
between them as follows: 
" Concurrent validity is the extent to which one measure can be used to estimate 
an individual' current score on another variable. " 
" Predictive validity is the extent to which an individual's future level on some 
variable can be predicted by his performance on a current measurement. " 
With respect to SERVQUAL, the concurrent validity should be the correlation between 
the scale's gap score (service quality) and overall service quality score, whereas 
predictive validity should be the correlation between the instrument's gap score and the 
measure of behavioural intention. Consistent with the above definition, Parasuraman et. 
al. apparently misinterpreted concurrent validity as convergent validity in their first study 
where they implied that concurrent validity was the content validity. Similarly, 
convergent validity was the correlation between the gap score and overall service quality 
score. 
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In the second study, the predictive validity of SERVQUAL was assessed by using a 
weighted measure of service quality score (problem, resolved, recommend) when the 
dimensions overlapped in factor analysis. This approach was not only different from 
their first study but also misleading, because a weighted score diverts the findings. 
Moreover, empirical studies show that the inclusion of the weighted score is not a valid 
measure of service quality (Cronin ant Taylor, 1992; Babakus et. al., 1995; Crompton 
and Love, 1995; Smith, 1995a). 
Similar to criterion validity, construct validity also has two components: convergent and 
discriminant validity. Kaplan and Saccuzzo (1989, p. 139) distinguish the procedure of 
convergent validity in the following statement: 
"Convergence evidence for validity is obtained when a measure correlates well 
with other tests that are believed to measure the same construct. " 
According to Churchill's (1979, p. 70) paradigm, which was considered as a framework 
by this research team: 
"The measure should have not only convergent validity, but also discriminant 
validity. Discriminant validity is the extent to which the measure is indeed novel 
and not simply a reflection of some other variable". 
Convergent and discriminant validity are also considered as an important measure by 
Babakus and Boller (1992, p. 258). 
"These rules dictate that items representing a distinct dimension should correlate 
highly with each other in a uniform pattern, and should not correlate as strongly 
with items representing another dimension". 
Parasuraman et. al. 's interpretation of convergent validity seems to conflict with the 
above definition, since they consider convergent validity as the correlation between the 
measure of service quality obtained from the scale and overall quality in their first study. 
In response to the above definition, convergent and discriminant validity should be the 
comparison of the SERVQUAL's gap scores against the other scales measuring service 
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quality. This could have been the perception part of SERVQUAL alone which is called 
SERVPERF (Cronin and Taylor, 1992). Apparently, Parasuraman et. al., did not want 
to compare their gap score with the performance only score, although there were strong 
empirical and theoretical challenges which question the validity of the SERVQUAL's gap 
score (see the next part). Furthermore, their own interpretation with respect to 
convergent validity was not achieved in their studies, because the scale items never 
loaded in the nominated factors clearly. Parasuraman et. al., (1991) also did not mention 
how they assessed the scale criterion validity according to their own criteria utilised in 
the first study. 
Parasuraman et. al. 's (1988) studies regarding factor loading is also questioned in terms 
of validating the dimensions. Their results show a lack of evidence for the construct 
validity. Babakus and Boller (1992) argue that less than fifty percent of their variance is 
suitable for the basic or applied research. They emphasise that additional evidence of the 
more stringent evaluation criteria is required in order to strengthen the convergent and 
discriminant validity of SERVQUAL. The extracted variance of factor structure, as 
another criteria to assess construct validity, also shown to vary considerably when 
utilised the five factors in different applications (Bouman and Van der Wiele, 1992). 
Finally, the seven point Likert scale has been criticised on several validity criteria. For 
instance, Smith (1995a) defines the Likert scale format used in the SERVQUAL studies 
is a less attractive one among the 13 alternative measurement formats. It is proposed 
that this scale offers significant potential bias for the misinterpretation of responses. For 
example, it does not present a `no comment option' therefore, respondents might be 
forced to circle the mid point of the scale to register the `neutral' or `don't know' 
expression. Moreover, the scale does not provide any verbal labelling for points two to 
six. She believes this does not only cause respondents to overuse the extreme ends of 
the scale, but also causes non-sampling error. In fact, various researchers have 
addressed the problematic nature of the seven point Likert scale. In order to improve the 
diagnostic ability of the measurement, either the scale should be labelled or the 
alternatives should be used such as a semantic differential scale or a metric scale 
(Babakus and Mongold, 1992; Teas, 1993; Lewis, 1993). 
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3.2.1.1.4. b Theoretical Challenges 
(i) Conceptualisation of Expectation as a Comparison Standard in Assessing Service 
Quality 
The assumption of expectations theorists is that there is a predetermined model of what 
should happen. Parasuraman et. al., (1988) state that the "should" type of expectation is 
appropriate to measure service quality which is actually based on the customer belief 
probabilities that reflect their desires and wants. For practical purposes, it is assumed 
that that expectation will be related to levels of satisfaction, that is, the "should" means a 
degree of satisfaction. However, in a subsequent study Parasuraman et. al. (1991) report 
that the "should" type of expectation is not useful in measuring service quality, since as 
expectation (E) is subtracted from perception (P) in the gap equation the mean value of 
expectation is usually higher than the perception and the gap score is always concluded 
as negative. What did they expect?. They go on to soften the line a little and ask 
respondents to rate their expectations from a "Company should have.. " statement to an 
"Excellent company will have... " statement. This change introduces the idea of the 
normative expectation. In order to clarify what the excellent service means, Parasuraman 
et. al., (1991) state that an excellent service is similar to the 'ideal' standard used in the 
satisfaction literature (Parasuraman et. al., 1991, pp. 3-4). The concept of an ideal point 
is problematic. In gap scoring, the perceived quality might decline as perception 
increasingly exceeds the ideal point. Similarly, if the ideal standard represents a feasible 
level of performance under ideal circumstances, the service provider's performance may 
exceed this standard and consequently the perceived service quality increases. Since the 
feasible ideal point interpretation may not be justified easily, the level of the ideal point 
cannot be assessed accurately. Moreover, it was shown that how a considerable 
proportion of the variance within the expectation scale accounted for by individual 
interpretation of the meaning of the ideal point. In other words, even when experience is 
shared, people's interpretation of where the norm lies can vary (Teas, 1993; 1994). 
Boulding et. al., (1993) throw some light on this problem by demonstrating that 
customers actually update their expectation and perception during the service encounter. 
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Therefore, a consumer's present expectations affect the perception of service quality and 
the service quality judgement. 
"Our results are incompatible with both this one-dimensional view of 
expectations and the gap formulation for service quality. Instead, we find the 
service quality is directly influenced only by perception. " (Boulding et. al., 1993, 
p. 24) 
The result is due to perception only rather than the P-E conceptualisation. Similarly, 
Johnston (1987; 1994) confirm that customers' expectations are re-shaped during the 
service encounter, but go further to suggest that expectations continue to change even 
after the service encounter due to the communication effect (marketing communication 
or communication between the customers). Therefore, it would be unreliable to measure 
expectation before and during the service encounter. 
A further complication is to assess the aspect of a service represent a basis for 
comparison (Wodruff et. al., 1983; Dabholkar, 1993; Oliver, 1993). Bouilding et. al., 
(1993) argue that customers use multiple comparison standards rather than a single one 
in the evaluation of service product and this adds to the complication (see section 2.5. ). 
(ii) The Issue of Gap Score in Assessing Service Quality 
Having expressed concern over the definitions of expectations, it follows that these 
concerns affect the valuation of the gap measure. There are questions of construct 
identification, reliability and validity. Wall and Payne (1973) state that a gap score 
(subtraction P-E) generally causes under identification of the constructs in psychological 
measurement because of its artificial nature. 
Peter et. al., (1993) note that using the inferred disconfirmation scale (gap) may cause 
some validity and reliability problems in analysis. Therefore, either a perceived 
disconfirmation scale (better than my expectation or worse than my expectation) should 
be used or the research questions should be re-framed. For example, the question would 
be "do you think your perception of dealer service quality adds incrementally to the 
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prediction of quality beyond your perceptions of your own quality? ". Their empirical 
study, which compared the performance of various alternatives, indicated that the 
perceived disconfirmation scale displays better on the discriminant and nomological 
validity against other measures while most of the other validity requirements remained 
the same. In addition, the performance only measurement displayed a slightly better 
reliability score than the gap measurement (Brown et. al., 1993). 
Petterson and Johnston (1993) claim that the gap model is inadequate to explain the 
antecedents of service quality (as an attitude) since SERVQUAL fails to include three 
key antecedent constructs: satisfaction, disconfirmation, prior attitudes and the model 
does not allow a direct performance effect. Their argument emphasise that "service 
quality is more complex than postulated in the simple gap model". 
Carmen (1990) questions the SERVQUAL's gap methodology by arguing that 
customer's expectations and perception of service quality was not assessed before and 
after consuming a service when they reach the gap formulation of service quality. 
Instead the customers were only asked what they thought about the quality of services 
they had experienced within the last three months. Further, he notes that the 
administration of the expectation scale is not practical, since it may not always be 
possible to create those circumstances where a customer fills the expectation and the 
perception parts separately before and after consuming a service. 
Cronin and Taylor (1994a) state that the disconfirmation based SERVQUAL measures 
neither service quality nor customer satisfaction in its present form. Their empirical 
study shows that the SERVQUAL scale correlates to the same degree with holistic 
measures of both customer satisfaction (. 56) and service quality (. 54) (Cronin and 
Taylor, 1992). If satisfaction and quality are different concepts, then, the gap score 
should be able to discriminate them. 
Smith (1995a) investigated the usefulness of the gap score with an exact replication of 
SERVQUAL methodology in a health care organisation. Having applied the scale for 
measuring both satisfaction and service quality, the conclusion was that SERVQUAL 
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fails to display its discriminant validity, since the scale highly correlates with both overall 
service quality and customer satisfaction. 
The empirical examination of the service quality gap score tends to demonstrate either 
poor reliability and validity results or no superiority to alternative measurement methods 
in different service industry applications (Cronin and Taylor, 1992; Smith, 1995b; Brown 
et. al., 1993; Teas, 1993; Finn and Lamb, 1991; Babakus and Boller, 1992). Generally 
speaking, the consensus has emerged in favour of straight performance measurement 
which displays better reliability and validity scores compared to the gap score 
formulation. 
(iii) The Universal Quality of the Model Dimensions 
Since SERVQUAL authors propose that the model dimensions are generic for any 
industry, attempts have been made to reproduce the model's dimensions and to test the 
dimensions against industry specific dimensions e. g.: car servicing (Boumen and Van der 
Wiele, 1993), public services and hospitals (Babakus and Mongold, 1992; Babakus and 
Boller, 1992), retail services (Finn and Lamb, 1991), restaurant services (Cronin and 
Taylor, 1992; Bojenic and Rosen, 1994). In addition, some research has been concerned 
with the adaptation of the model dimensions not to specific industries, but to specific 
service organisation (Johns and Tyas, 1996; Carmen, 1990). However, two types of 
conclusion are derived from these studies. First, the item loading suggests that the factor 
structure is not homogeneous and overlapping. Second, the extracted factor analysis 
displayed either a unidimensional or multidimensional structure, which is different from 
the SERVQUAL model. 
Llosa, Chandon and Orsingher (1998) questioned whether the five SERVQUAL 
dimensions make sense in the consumer mind. Their empirical study showed that 
tangible was clearly perceived followed by empathy whereas the other three dimensions, 
reliability, assurance and responsiveness caused confusion. Similar to this study, Mells 
Boshoff and Neil (1997) found a two or three dimensional structure appropriate when 
the SERVQUAL scale was tested across the five service organisation; banks, insurance 
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brokers, vehicle repairs, electrical repairs and life insurance 
generalisation of a five factorial structure is still problematic. 
They suggest that the 
Babakus and Boller (1992) comment that "the domain of service quality may be 
factorially complex in some industries and very simple and unidimensional in others". By 
the same token, they argue that the number of service quality dimensions is dependent on 
the particular service being studied. 
Saleh and Ryan's (1991) work utilised a domain specific scale on the SERVQUAL model 
in hotels. They extracted five factors: conviviality, tangibles, reassurance, avoid sarcasm, 
and empathy. The total explained variance was 78.6 % for these factors. The 
researchers had initially assumed that the factor analysis would confirm the SERVQUAL 
dimensions, but this failed to be the case. The two factors: conviviality and tangibles 
accounted for a majority of the variance (69.7 %) explained by the five factor solution. 
This strongly indicates that a two-factor solution is suitable rather than the five factors 
for the hospitality industry. 
Three factors were identified in Getty and Thompson's (1994) research in the lodging 
industry: tangibility, reliability and contact. The authors originally scaled the 
SERVQUAL model with content specific items, but the failed to replicate this structure. 
Oberoi and Hales's (1990) scale construction study showed that perception of service 
quality is two dimensional as opposed to five in conference hotels. 
It is worth reporting a recent piece of research, which appeared to support the five 
SERVQUAL dimensions in the lodging industry (Wuest, Tas, and Emenheiser, 1997). 
Despite the fact that a content specific scale confirmed the dimensions in the factor 
analysis, some limitations are raised. First, the study sample was confined to a specific 
customer group who are 55 years of age or older. Second, some of the nominated items 
were loaded on different factors and one of the reliability items was loaded on the 
empathy dimension at the same time Third, the reliability of tangible dimension was 
unacceptable (coefficient alpha = . 
43). 
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However, Parasuraman et. al., (1994b, p. 221) later accepted that the five SERVQUAL 
dimensions are interrelated as shown in their exploratory and confirmatory factor 
analysis. 
"This study's findings warrant additional research on the dimensionality of the 
SERVQUAL items, an issue that has produced mixed results in previous studies 
and has already generated debate. The overall findings reveal considerable 
interdimensional overlap; especially among `responsiveness', `assurance' and 
`emphaty"'. 
(iv) The Issue of Relationship between Service Quality and Customer Sat/Dissatisfaction 
Based on Oliver's (1980) formulation of satisfaction, service quality is seen as superior 
to customer satisfaction like an attitude in the SERVQUAL model. In addition, service 
quality is related, but not equivalent to satisfaction. Despite the lack of empirical 
support, this causal direction and the formulation of satisfaction has been well supported 
theoretically by several researchers (Swardz and Brown, 1989; Bitner, 1990; Bolton and 
Drew, 1991; Petterson and Johnson, 1993; Cronin and Taylor, 1994b) some researchers 
propose that the distinction between the constructs should be in the opposite direction 
(Oliver, 1993; Cronin and Taylor, 1992; Peyrot, Cooper and Snap, 1993). In response 
to this formulation, the SERVQUAL instrument, in its present form, is intended to assert 
the customer's global perception of service quality like an attitude. (Parasuraman et. al., 
1994a). 
However, as Churchill (1979) and Bagozzi (1984) state, the theory of construction 
should be tested and proved with the validity and reliability analysis rather than hiding 
behind the theory that has never really been tested. Consequently, if SERVQUAL differs 
from satisfaction or is similar to attitude, this must be proven. The main criticism, 
regarding the distinction issue emerges whether the SERVQUAL instrument does 
measure service quality as an attitude or it measures related constructs such as customer 
satisfaction. 
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In their empirical study, Cronin and Taylor (1992) observed that the SERVQUAL scale 
correlates customer satisfaction higher (. 56) than service quality (. 54). In addition, The 
SERVQUAL scale correlates less with the quality related construct, purchase intention 
(. 35), and overall service quality (. 54) scores than the scale perception part alone ( . 
60 
and . 
36 respectively). Therefore, their conclusion is that the disconfirmation based 
SERVQUAL scale does not measure either service quality or customer satisfaction in its 
present form (Cronin and Taylor, 1994a). 
In a recent study, Cronin and Taylor (1994b) argue that the causal relationship between 
satisfaction and service quality should be based on the customer's cognitive ability such 
as whether they distinguish these two constructs in their mind or not. 
Based on Cronin and Taylor's conclusion, Petterson and Johnston (1993) state that the 
gap model is not adequate enough to explain the antecedents of service quality (an 
attitude), since SERVQUAL fails to include three key antecedents constructs: customer 
sat/dissatisfaction, disconfirmation, prior attitudes and it also does not allow a direct 
performance effect. Their argument suggests that service quality is more complex than 
postulated in the simple gap model. 
3.2.1.1.4. c Empirical Challenges to The Methodology of SERVQUAL 
According to Carmen (1990) SERVQUAL's content validity is not stable, having tested 
the model across four different service retailers. He concludes that the wording and 
subject of some items needs to be modified to each service setting, since the scale 
nomonoligical validity (items loading into factors) suffered at the testing stage. In fact, 
between six and eight dimensions depending on the settings resulted according to 
different service settings in his study. His further suggestions have been made on the 
factor structure of the scale by stating that the original ten dimensions should be retained 
until the factor analysis shows them not to be unique. Finally, he emphasises that items 
on some dimensions should be expanded in order to improve reliability. 
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Babakus and Boller's (1992) conclusion with respect to SERVQUAL is that the scale 
suffers from various methodological problems such as: convergence and discriminant 
validity of model dimensions when their results did not confirm the model's original 
dimensions and other validity criteria according to gap score. 
Finn and Lamb (199 1) tested the original SERVQUAL model with a confirmatory factor 
analysis in four different retail stores. Some of the reliability scores were acceptable 
(59 to . 
83). However, the analysis did not support the SERVQUAL model and the five 
dimensions were found to be overlapping. Further suggestions have been made on the 
assessment of scale content and construct validity. In particular, the construct validity of 
the scale should be verified on an industry by industry basis before using the 
measurement score to assess service quality. The final notable conclusion of their 
research was that how SERVQUAL lost its validity when applied to the wide range of 
service categories including pure service oriented environment to goods oriented 
environment. 
Cronin and Taylor (1992) argue that the original SERVQUAL is problematic in terms of 
content and construct validity. Their application, with respect to construct validity, 
concerns the comparison of the two models in four different service industries. They 
concluded that only the perception part of the scale, which they call SERVPERF, 
produces better results than SERVQUAL in most of their cases. Furthermore, the factor 
structure of the SERVQUAL scale failed to reveal itself They note that the scale items, 
which define service quality in one industry, may differ from another. 
One of the strong criticisms of the original and revised version of SERVQUAL is 
addressed by Teas (1993). Teas compared SERVQUAL to his own models (Evaluated 
performance [EP], and Norm quality [NQ]), on the basis of concurrent and construct 
validity. He concluded that the Evaluated performance model (EP) achieves better 
results than SERVQUAL. 
Brown et. al., (1993) tested an alternative method (perceived disconfirmation scale) for 
measuring service quality. As a result of direct comparison, the scale showed superior 
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reliability (96 to . 94) and 
discriminant validity than SERVQUAL. They point out that 
the construct of service quality is under-identified by The SERVQUAL scale. In 
addition, their findings confirmed that even the perception only scale performs as good as 
the gap measure across the many validity criteria. 
Smith (1995a) argues that most of these pieces of research are not successful in 
replicating the SERVQUAL methodology in terms of considering time differences 
(Carmen, 1990), scale length (Finn and Lamb, 1991), using perception only scale or 
utilising weighted score. Her research concerned the exact replication of SERVQUAL 
methodology in health care organisations. The conclusion was that the model initially 
suffers face and content validity and the 22 items were reduced to 17 items at the end of 
the content evaluation study. Concurrent validity was problematic as the gap scores did 
not support the overall service quality rating. In addition, the convergent validity of the 
gap score was not superior to other methods used to measure service quality 
(performance alone or direct disconfirmation measure). Finally, the total scale reliability 
of the gap score was lower (. 72 and . 
90) than the perception part alone (. 86 and . 
95) in 
two different health care environments and the five dimensions were not generic. 
Cronin and Taylor (1994b, p. 42) also tested the SERVQUAL scale in the health care 
environment and obtained similar findings. It was noted that their data did not confirm 
the five original dimensions and the relationship between the model dimensions may be 
unique. They suggest that "the models and scales drawn from the service quality 
literature should be carefully evaluated before applying them to their own unique 
settings". Generally speaking, any scales taken from the literature should be tested by 
confirmatory factor analysis in order to check its factor structure. 
3.2.1.1.5 Second Revision Of The SERVQUAL Scale (1994) 
As a result of increasing criticisms, Parasuraman et. al., (1994b) revised their model once 
again. The intention was to address the questions raised about a number of issues 
regarding the SERVQUAL model and the SERVQUAL scale. 
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Their revision was largely based upon the research findings in the new conceptualisation 
of expectation, which was compiled after the second revision of the SERVQUAL scale 
(Zeithaml, et. al., 1993). The expectation model is shown in Figure 3.3. 
Figure 3.3. Nature and Determinants of Customer Expectations of Service 
ENDURING SERVICE 
ITENSIFIERS 
PERSONNAL NEEDS 
EXPLICIT SERVICE 
PROMISES 
IMPLICIT SERVICE 
PROMISES 
TRANSITORY SERVICE EXPECTED 
SERVICE 
WORD OF MOUTH 
INTENSIFIERS 
PERCEIVED SERVICE 
ALTERNATIVES 
SELF - PERCEIVED 
SERVICE ROLES 
SITUATIONAL FACTORS 
Desired Service 
Zone 
of 
Tolerance 
Adequete Service 
GAP 5 
PERCEIVED SERVICE 
Source: Adapted from Zeithaml, et. al., 1993, p. 5. 
PAST EXPERIENCE 
PREDICTED SERVICE 
According to this model, two types of expectations are proposed associated with two 
types of services: desired service, and adequate service. Desired service refers to the 
should type of expectation and represents the measure of service quality while adequate 
service refers to will type of expectation or predictive expectation and represents the 
measure of customer satisfaction. Adequate service is minimum levels of service 
consumers are willing to accept. The area between desired service and adequate service 
is "the zone of tolerance". This represents the range of service performance a customer 
would consider satisfactory. By this conceptualisation, two concepts are distinct and 
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service quality is superior and sub-ordinate to customer satisfaction. A consumer may be 
satisfied as long as the perceived service performance is at an adequate level (meeting 
customers' predicted expectation), but this does not mean that they also rate the level of 
service as quality. In turn, perceived service quality ensures consumer satisfaction 
(Zeithaml et. al., 1993, p. 9). 
The antecedents of desired service are grouped into two broad categories: enduring 
service intensifiers and personal needs. An adequate service has four antecedents: 
transitory service intensifiers, perceived service alternatives, self perceived service role 
and situational factors. Both predicted and desired service overlap on the following 
concepts: explicit service promises, implicit service promises, word of mouth, and past 
experience. 
In response to this model, Parasuraman et. al., (1994b) implied that service quality is a 
gap between desired service and perceive performance. Similarly, customer satisfaction 
is also a gap between adequate service and perceived performance. Therefore, the final 
version of the SERVQUAL scale is postulated to capture not only the discrepancy 
between performance and desired service expectation, but also the discrepancy between 
performance and adequate service expectation. The first measure refers to service 
quality and is labelled as a measure of service superiority (MSS), whereas the latter 
represents customer satisfaction and is therefore, labelled as a measure of service 
adequacy (MSA) (Parasuraman et. al., 1994b). 
As a result of this formulation, three different rating scales are introduced (see Appendix 
. 
Al. ): 
(1) Three Column Format: This format consists of three separate scales labelled 
as desired, adequate and perceived service level on the same questionnaire. Thus, the 
expectation and perception part of the scale is not repeated on a different application and 
the two types of gap can be computed by comparing perceived performance to desired 
service (service superiority gap) and perceived performance to adequate service (service 
adequacy gap). 
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(2) Two Column Format: This format intends to measure direct ratings of the 
service superiority and service adequacy gap on the two identical rating scales. 
Therefore, subjects are asked to compare perceived performance against their desired 
and adequate service level respectively (similar to perceived disconfirmation scale). 
(3) One-Column Format: This format also generates direct ratings of desired 
service superiority (MSS) and service adequacy (MSA) similar to the perceived 
disconfirmation scale. However, the questionnaire is split in two parts. Part I contains 
one set of scales for MSA and part II contains the same set of scales for MSS. Thus, this 
format repeats the battery of items similar to the inferred disconfrimation scale. 
All measures are accompanied with a9 point rating scale. The intention was to provide 
customers with a wide range of assessments as the concept of expectations had been 
expanded. In addition, the three scale items were modified and some of the items 
original position changed to other dimensions. Then, the questionnaires were tested and 
refined at two stages. The first stage involved the content analysis of the items through 
the focus group interviews conducted by the bank customers. The second stage was 
testing the scale in the retail customer sample. A total of 300 questionnaires were mailed 
out, but the achieved response rate was low (12% to 16% according to different scale 
format). As a result of this, additional modifications were made to the scales and 
questionnaire. Thus, a "no opinion" option was added to the scale, directions were 
shortened and the expressions sharpened on the definition of desired and adequate 
service and finally the first part of the 22 scale measuring MSA in one column format 
was dropped from the questionnaire. Parasuraman et. al., (1994b) reported that 
respondents find the one and the three column format much easier to complete compared 
to the two-column format. 
In the final stage, 800 customers for the each questionnaire version were targeted from 
the four industry samples: the retail chain, the auto insurer, a life insurer, and a computer 
manufacturer. Following the reliability test, more amendments were carried out (see 
Appendix A. 2., the reconfigured SERVQUAL battery). Firstly, the final version of the 
scale has been reduced to 21 items by eliminating the fifth reliability item (maintaining 
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error-free records). Secondly, one of the responsiveness items (keeping customers 
informed about when services will be performed) and one of the empathy items 
(convenient business hours) were assigned to the reliability and tangibles dimension 
respectively. 
3.2.1.1.5. a Reliability of the Revised SERVQUAL Scale 
Consistent with previous studies, the Cronbach's Alpha (Cronbach, 1951) was 
considered as the main computation in assessing the reliability of dimensions and a total 
scale. The reliability of dimensions ranged from . 
83 to . 
95 for the one column format, 
. 
83 to . 
97 for the two-column format and, . 
65 to . 
92 for the three-column format across 
the four industry samples. In the case of the three column format, Peter et. al. 's (1993) 
criticism on Parasuraman et. al. 's computation of the reliability score (inflated reliability 
scores due to use of wrong formula) was actually confirmed as the reliability of 
SERVQUAL dimensions computed by the difference score formula was lower than the 
second score computed by the linear score formula. 
3.2.1.1.5. b The Validity of the Revised SERVQUAL Scale 
The employed exploratory factor analysis indicated that the five SERVQUAL dimensions 
were not distinct as the items loaded in more than three factors and the dimensions of 
responsiveness, assurance, and empathy merged together. The further confirmatory 
factor analysis supported the three dimensional model as opposed to five. These findings 
clearly threatened the construct validity of the SERVQUAL dimensions. 
The negative finding (as the factor merged together) was ignored for a possible 
interpretation of discriminant validity. Thus, the scale was regressed to the conceptually 
related variables, overall quality and overall value, in order to assess discriminant and 
convergent validity. In fact, this was a measure of concurrent validity as opposed to 
discriminant validity. However, the perception only scale in the three scale format 
consistently achieved a higher score than the other scales. In addition, direct measures of 
MSS in the one and two column format, displayed a higher predictive power than the 
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corresponding difference measure derived from the three-column format as opposed to 
Parasuraman et. al. 's (1994b) expectation. This finding was similar to previous studies 
which either support the use of the perception only measurement or the perceived 
disconfirmation scale (see 3.2.1.2.4. c Empirical Challanges to the Methodlogy of 
SERVQUAL). 
Additional validity analysis was conducted on the scales by regressing the scale score on 
to the respondent's behavioural intention ratings; (1) whether they had experienced any 
problem, if so (2) whether the problem was solved effectively. Although, Parasuraman 
et. al., (1994b) reported that the three-column format of prediction was encouraging, no 
figures were disclosed for interpretation. 
Regarding the issue of choosing the best format among the alternatives, Parasuraman et. 
al. recommend the three-scale format because this format is claimed to have a greater 
diagnostic ability and it produces less response error compared to the two-column 
format. Moreover, if the objective is to maximise the predictive ability, only the 
perception part of the three-column format should be used (Parasuraman et. al., 1994b, 
p. 218). 
3.2.1.1.5. c The Critique of the final SERVQUAL Model 
The last revision of the scale is notable for several reasons. Firstly, the final version of 
the instrument is more practical and offers a wide range of choices and therefore, the 
expectation and perception part of the scale is not repeated. Secondly, a "zone of 
tolerance" is introduced as a new concept. This formulation provides a greater 
diagnostic ability for managers. Thirdly, some of the scale items were either modified or 
repositioned in order to maximise the content and construct validity of the instrument. 
Despite all these efforts, the reliability and validity of the revised scale still remain as a 
challenge for a number of reasons. First, the content validity of the new scale is still 
questionable in a hotel environment and therefore, the scale needs to be tested before 
application. Second, the dimensions of the model display patch validity even in their own 
68 
Y. Ekinci Chapter 3: Literature Review 
study. Third, although the concept of expectation has been expanded, the roots of gap 
measurement remain. 
From a theoretical point of view, there appear to be several ambiguities to be considered 
for the operationalisation of the new scale. If satisfaction is accepted as a specific 
transaction to service encounter and service quality is a global evaluative judgement 
(Parasuraman et. al., 1988), both concepts cannot be measured effectively at the same 
time. In accordance with this, if a construct is measured during or just after the service 
encounter, it is postulated to be a satisfaction measure whereas if a construct is measured 
after the whole service process is completed, it is assumed to be a service quality 
measure (Bitner and Hubbart, 1994). In fact, Danaher and Mattson's (1994) empirical 
study indicates that a valid satisfaction measure can be obtained right after the service 
process is completed in a multiple service encountered organisations such as in hotels. 
Thus, the revised scale conflicts with this proposition as both constructs are measured at 
the same time. 
The measure of expectation assessed by the present rating scale formats is biased, 
because the pre-consumption expectation is contaminated by the measure of post- 
consumption expectation (the dynamic nature of expectation). Moreover, the debate on 
an appropriate comparison standard for service quality and customer satisfaction 
continues (Parasuraman et. al., 1994a). 
The final shortcoming of the model is the definition of satisfaction. Oliver (1993) argues 
that customer satisfaction is not appropriately defined in the revised model as satisfaction 
is seen as a gap between predictive expectations and perceived performance. This does 
not allow a direct disconfirmation effect on satisfaction measure. Liljander (1994) notes 
that the new conceptualisation of expectation, particularly the meaning of adequate 
service is vague, because Parasuraman et al. (1994b) imply that adequate service level is 
comparable with Miller's (1977) minimum tolerable expectation whereas Miller states 
that the minimum tolerable level is better than nothing. Consequently, achieving this 
level of service performance may not provide customer satisfaction. 
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3.2.1.1.6 Concluding Remarks On The SERVQUAL Model and Its 
Conceptualisation of Service Quality 
The criticisms of the SERVQUAL instrument can be summarised as follows: 
. SERVQUAL fails to draw on established psychological and psychometric 
theory. 
. Gap formulation is neither appropriate for the conceptualisation of service 
quality nor measurement. 
. The administration of the two instruments -expectations and performance- cause 
boredom and confusion. Inclusion of the expectation measure is problematic and 
unsecured due to the fact that the appropriate comparison standard for service quality 
has not yet been established and expectations is such a dynamic concept to measure in a 
specific time. 
. The performance only measure is better than any form of disconfirmation 
measure. 
. The five dimensions of SERVQUAL are not universal. 
. The seven-point Likert scale 
has a limited diagnostic ability. 
. The content validity of the original SERVQUAL scale 
is questionable in a 
specific service environment. 
. The SERVQUAL 
instrument fails to distinguish two similar constructs (service 
quality and customer sat/dissatisfaction) with its present form. 
. Parasuraman et. al. 's research approach conflicts with the well established 
research norms. Moreover, their research procedure displays lack of consistency within 
their own studies. 
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The following statement would be a good start to address the criticisms of SERVQUAL 
and to obtain a better measurement in service quality. 
"Managers are advised to carefully consider which issue are important to 
service quality in their environment and to modify the scale as needed. " 
(Brown et. al., 1993, p. 139) 
3.2.1.2 The LODGSERV Scale 
This criticism basically led Knutson et. al., (1990) to produce a specific scale for the 
lodging industry which is called the LODGSERV scale. The instrument is essentially 
designed to measure customers' expectations of hotel service quality (service expectation 
index, "SEI"). The following section summarises the development process and the issues 
regarding with this instrument. 
3.2.1.2.1 The Methodology and the Limitations of the LODGESERV Scale 
Knutson et. al., (1990a, b) replicated the SERVQUAL methodology in order to produce 
a customised scale for the lodging industry. Initially a 36 item-questionnaire was 
developed. The randomly selected 200 respondents from the three hotel samples - 
economy, mid-price and luxury- were asked how strongly they agreed or disagreed the 
hotel services on a seven-point rating scale. As a result of the exploratory factor 
analysis, the 33-item scale with a high total scale reliability (92) was verified. However, 
instead of the five SERVQUAL dimensions, 10 factors were produced with at least one 
item loading at or above the 0.30 mark. 
Knutson et. al. (1990a) were concerned about the unidimensionality of each scale. This 
was essential, because one of the objectives of their study was to confirm the generic 
nature of SERVQUAL dimensions in the lodging industry. Therefore, the 
unidimensionality of a scale was claimed to be assessed by utilising three methods: 
internal consistency of items, parallelism and reliability. They called this approach 
confirmatory factor analysis. As a result of this procedure, 10 of the scale items were 
deleted. Then, the scale was reduced to 26 items with a total scale reliability of . 
92. 
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They also reported that the five dimensions were distinct based upon the high coefficient 
alpha score and the average pair-wise correlation between the items. At this stage, the 
obtained coefficient alpha scores of the five dimensions were between . 
63 to . 
80 and the 
pair-wise correlation was . 
36 to . 
49. 
The LODGSERV scale was further tested in the three hotel samples segmented by price: 
economy, mid-price and luxury hotels. The aim was to measure the customers' 
expectations of service quality. The instrument was claimed to be reliable and valid on 
the basis of its total scale reliability and content validity. They suggest that the 
management should survey perception of service quality by using the same instrument 
(Knutson et. al., 1992). 
In a second study, the instrument was translated into the other languages and pilot-tested 
in other cultures including the British sample. It was reported that LODGSERV retains 
its reliability and validity across the five samples. The obtained reliability scores of the 
five dimensions were above . 
80 only after the deletion of some items (Patton et. al., 
1994). 
Several limitations arise with the LODGSERV scale. First, in response to the factor 
analysis findings of their first study, it is clear that the five SERVQUAL dimensions are 
flawed. Second, their reliability score in the study of different cultures can not be 
considered as a sufficient and robust measure as the study sample size was relatively 
small (the sample size for each culture ranged from 32 to 59). Therefore, a spurious 
correlation coefficient and a high reliability score can easily be obtained in such a small 
sample (Churchill, 1979). Third, their validity approach in the hotel segment study is 
inappropriate as their arguments were based upon the total scale reliability and the 
Cronbach's Alpha score. The coefficient alpha has nothing to do with the scale validity, 
but scale internal consistency and therefore, this criteria is misleading (Parasuraman et. 
al., 1994a). 
Moreover, in their later studies, the factor analysis findings were never reported in order 
to judge whether the five dimensions were generic. This would have been useful to test 
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the construct validity. The final shortcoming of their study lies in their confirmatory 
research process in order to provide unidimensionality. What they call confirmatory 
factor analysis is misleading, because Cronbach's Alpha neither indicates 
unidimensionality nor internal and external validity (Garbing and Anderson, 1988). An 
appropriate method for confirmatory factor analysis was offered in the literature a long 
time ago. This is also known as structural equation modelling (Bollen, 1987). 
Therefore, the external validity of the LODGSERV scale as well as its superiority against 
SERVQUAL remains in doubt. A direct comparison of these two scales in the same 
sample may provide stronger evidence. 
3.2.2 The Nordic European School of Thought 
3.2.2.1 The GRONROOS Model 
The concept developed under this school is closely linked with the literature review on 
consumer behaviour conducted by Gronroos (1984). Figure 3.4. illustrates his model. 
Figure 3.4. Gronroos's Model 
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Gronroos (1984) argues that perceived service quality is essentially dependent on two 
variables: expected service and perceived service. Here, the consumer expectation 
occupies the central point in the evaluation of performance. The level of service quality 
is determined as a result of the comparison between expectation and perceived 
performance. The model is based on disconfirmation theory. Thus, it operates on the 
basis of a perceived disconfirmation process by utilising expectation (no specific 
definition is offered) as a comparison standard. This is different from the gap model 
which proposes using inferred disconfirmation (gap) and the ideal type of expectation as 
a comparison standard for service quality. 
Gronroos' (1984) summary of service quality is based on the "what" and "how" 
questions. The first question concerns what the consumers receive as a result of 
interaction with service organisation. This is called the "technical quality" dimension. 
The latter question seeks to address how consumers get a service. This is called 
"functional quality" and refers to the evaluation of the service process. According to the 
model, the technical quality dimension is represented by technical solutions, know-how, a 
computerised system, and machines whereas aspects of the functional quality dimension 
decompose into attitudes and behaviour, service mindless, appearance, accessibility and 
customer contact. Together the technical and functional quality dimensions form the 
primary constituents of corporate image e. g., how consumers perceive the firm. 
Corporate image is influenced though to a lesser degree, by external factors and 
traditional marketing activities. In turn, the company image also influences customer 
expectations of service. 
Gronroos (1988) notes that in a typical service organisation, these two dimensions are 
the antecedents of a corporate image. Therefore, a strong image can be established by 
these dimensions rather than hiding behind a prominent brand name. The main reason is 
that consumption and production takes place simultaneously in the service organisation 
and therefore, consumers are able to see (what is it) and participate in the service 
delivery process (how is it). A negative experience of these quality dimensions may even 
damage the positive corporate image in the long term. On the contrary, a positive image 
may compensate for temporary problems regarding the technical and functional quality. 
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In response to the relationship of two dimensions, Gronroos (1988) argues that 
functional quality has a significant role compared to technical quality for delivering a 
quality service as long as the latter dimension is maintained at a minimum acceptable 
level. Functional quality may compensate for some temporary problems regarding the 
technical quality. Therefore, functional quality should be of greater interest to managers. 
Although, this inference may be accepted as a general rule of thumb, Haywood-Farmer 
(1988) are more critical on this relationship and they suggest that the importance of 
dimensions should be determined according to the service organisation or type of service 
is being delivered. 
On the basis of his research findings and other contributions to service quality (Garvin, 
1987; Parasuraman et. al., 1985), Gronroos (1988) identified six factors or determinants 
of service quality which would be useful for managerial purposes. These include: (1) 
professionalism and skills, (2) attitudes and behaviour, (3) accessibility and flexibility, (4) 
reliability and trustworthiness (5) recovery, (6) reputation, and credibility. According to 
his suggestion, professionalism and skills are outcome-related and therefore, should be 
assigned to the technical quality dimension. Reputation and credibility are image-related 
and serve as a filter in the consumer's mind. The remaining four criteria are process- 
related and therefore, represent the functional quality dimension. Gronroos (1988) 
recognises their usefulness as managerial principles, and he calls for further research into 
the determinants of perceived quality. 
3.2.2.2 The Lehtinen and Lehtinen Model 
Another extensive approach to service quality from the Nordic School is provided by 
Lehtinen and Lehtinen (1991). Their approach views service quality as either two- 
dimensional or three dimensional. The three dimensional approach consists of the 
following dimensions: physical quality, interactive quality, and corporate quality. 
The physical quality refers to both the quality of the product and the quality of the 
support. A physical product(s) is a good or a bundle of goods which may be crucial in 
assessing service quality during the service interaction process, for example food in a 
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restaurant or a room in a hotel. The physical product may not even exist in a pure 
service oriented environment such as in a consultancy or physical health care services. 
Physical support is a framework in which a service is processed. This can be divided into 
two categories: environment and instruments. The environment concerns all the 
materials necessary to deliver a service, e. g., decoration, rooms, gardens, restaurants, 
bars, etc. In hotels, the instruments include all the equipment utilised in the service 
delivery process e. g., cutlery, dishes, heating, etc. It is noted that the physical elements 
may be critical in assessing the interactive quality and creating image. 
The interactive quality stems from the interaction between the customer and interactive 
elements and also between the customers themselves. The interactive elements can be 
the physical equipment, which are substituted by contact personnel role in delivering 
service, for instance in a hotel a check out can be performed by an automatic teller 
machine instead of a receptionist. 
Corporate quality relates to the company's image or profile as seen by current and 
potential customers. This is developed over a period of time. While corporate quality is 
the only quality dimension that can be experienced before consuming services, a 
completely new restaurant or a hotel has a limited corporate quality because it is new and 
the image has not yet been established in the consumer's mind. In spite of the long time 
period necessary to establish corporate quality, a word-of-mouth type recommendation 
usually has a strong influence in forming corporate image. 
The two-dimensional approach which consists of process quality and outcome quality 
dimensions is more customer perspective oriented. Process quality is the customer's 
subjective evaluation of his participation in the service delivering process. The degree of 
participation may vary according to type of service and type of organisation. For 
example, the involvement and the duration in a self-service cafeteria is different from a 
silver service restaurant. Therefore, the level of process quality is mainly determined by 
how well the customer participation fits into a service delivering process. 
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Output quality is the consumer's evaluation of the service production process concerning 
both the tangible and intangible elements of service. This can be processed either by 
customers alone or by other people who may not even have participated in the 
production process, but have some observations or ideas. Therefore, the author suggests 
that output quality is a difficult concept to measure. 
3.2.2.3 Limitations of the Nordic European School 
The Gronroos model has greatly contributed to a better understanding of different 
components of service quality and the role played in determining customer perceptions of 
service quality. However, Moore (1994) argues that the sample used to test his model is 
biased, because the sample was specific to a single group, which was Swedish service 
firm executives who had participated in service marketing seminars. Hence, more doubt 
is shed on whether the results are representative of service companies or representative 
of customers as a whole. A country specific bias may also have arisen which limits the 
generalisability of findings to other cultures, since the survey was confined to only the 
Swedish sample. 
Despite the fact that the use of general expectation statements is more secure for scaling 
purposes, Gronroos (1984,1988) offered no insight into the type of expectation and 
therefore, this reduces the explanatory power of the model. 
While Lehtinen and Lehtinen's (1991) approach broadens the Gronroos model overall, 
their two dimensional model which consists of process and outcome quality is basically a 
symmetry of Gronroos's (1984) functional and technical quality dimensions respectively. 
A final criticism of the Nordic European School is that it remains on a theoretical level 
and fails to develop strong empirical support. Its proponents tend to focus upon 
conceptualising service quality rather than providing evidence for the validity of 
dimensions and the relationship between them as a model. Therefore, neither 
confirmatory factor analysis nor any type of causal modelling is offered. 
Notwithstanding such limitations, the Nordic European School of Though has made a 
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substantial contribution to service quality research in particular emphasising the existence 
of output quality and image dimensions as different from the North American School of 
Though. 
3.2.3 The Other Multidimensional Service Quality Models 
From a customer point of view, Armstead and Wampach (1988) have introduced a 
service quality model into the food-retailing sector. As a starting point, the model 
recognises the available standards and control systems and groups them into two higher 
order dimensions: firm quality and soft quality. These dimensions are viewed as an input 
in order to standardise and control the service delivery process. The firm dimension is 
the ability to manage the service delivery system effectively and consists of three sub- 
dimensions: (1) framework of time, (2) being free of faultiness, and (3) flexibility. These 
ensure that the service operation system runs in a direction which fulfils customers' 
desires and needs. 
The soft dimension consists of three sub-dimensions: (1) style, (2) steering, and (3) 
safety. Style is a culture or a characteristic of the service organisation. Steering 
encompasses the factors, which answer the question of efficiency in control, e. g., 
customers have the sense of driving the service. Safety means being in a secure deal with 
the service firm promoting trust/confidence, confidentially, security of persons, articles 
and honesty of information/advice. This is an essential element to be provided both at 
the consumption (mainly provided by the physical environment) and post-consumption 
point. 
Haywood-Farmer (1988) proposes an extensive model which views quality within three 
broad dimensions: physical and process components, behavioural components, and 
professionalism. While the physical and process components are associated with the 
tangible elements of service operation system, the second dimension refers to the contact 
personnel's appearance and their behaviour towards to customers. Professionalism is the 
production style and the competence level of the firm. This may have a critical value in 
the perception of service quality. Therefore, the author suggests that every employee 
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and a company should have certain characteristics of professionalism. Some the 
elements of professionalism includes advice, autonomy, diagnostic ability, autonomy, self 
motivation, knowledge, discretion etc.. 
Haywood-Farmer (1988) further argues that the importance and the number of 
dimensions have to be determined according to types of service and organisation. 
Consequently, some particular classification criteria can be used in order to classify the 
type of service and company, such as, the degree of labour intensity, the degree of 
interaction and the level of customisation. 
Other multidimensional models have been introduced to the service quality literature by 
several researchers (Garvin, 1987; Johnston et. al., 1990). Despite their invaluable 
contributions, the authors have hardly produced any empirical support for their 
theoretical findings. 
3.2.4 The Generalisability of Service Quality Dimensions Across the Service 
Industry 
Lehtinen and Lehtinen (1991) state that there are fairly general service quality models 
which can be used in certain situations as service quality is an abstract concept and 
evaluated subjectively. The dimension of service quality should be determined by several 
details (consumer groups, the type of service, organisation) on the basis of explicit and 
salient attributes. Therefore, managers should segment consumers and the type of 
services offered before determining these attributes. Their empirical study confirms that 
different criteria and different dimensions are used by different consumer-groups in 
various service organisations. 
Lehtinen, Osolo and Osolo (1996) point out that one of the most widely accepted 
characteristic of services is heterogeneity. This means that services can be different 
among service sectors (e. g., hotels, consulting, education, hairdressing) and even in 
between organisations in the same service sector (e. g., airline, restaurant, hotel). 
Therefore, a general multidimensional model cannot be applied across such a 
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heterogeneous industry. The empirical assessments of SERVQUAL dimensions support 
that there is no universally accepted multidimensional model, which can be used across 
the different service situations (Babakus and Boller, 1992, Carmen, 1990; Finn and 
Lamb, 1991; Saleh and Ryan, 1991; Johns and Tyas, 1996). 
Lapierre and Fliatrault (1996) point out that two of the service quality dimensions, 
credibility and reliability offered by Gronroos (1984) and Parasuraman et. al., (1985) are 
difficult to conceptualise for professional services when the characteristics of this 
industry are considered. Therefore, their modification suggests that reliability should be 
split into the technical and functional dimension and credibility should be separated from 
the assurance dimension as opposed to Parasuraman et. al. 's (1988) proposition. 
Haywood-Farmer (1988) defines a service organisation as a highly complex unit 
processing a wide range of service activities. Due to the large diversity between service 
organisations, a global service management approach would be naive. Therefore, the 
dimensions should be modified based on the consumer segment and the type of 
operations. The type of service operation can be determined according to some 
classification schemes e. g., the degree of labour intensity, the interaction between 
customers and service personnel. This schema may help to determine the dimension, 
which would be priority for a service classification (Rosen and Karwan, 1994). 
Finn and Lamb (1991, p. 489) demonstrate that the perception of service quality is 
different in an organisation classified according to intensity of services on the basis of the 
service/good continuum. They state that: 
"while it is useful to generalise about the characteristics of services and service 
businesses, it appears to be equally important to realise that differences exist 
among various services and among the firms that market them. " 
Gilbert and Joshi (1992) question the predictive power of available multidimensional 
models when applied to the tourism and hospitality industry, since the industry is 
uniquely characterised by high-risk, ego defensiveness and status-consciousness factors. 
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Saleh and Ryan's (1991) study of the SERVQUAL model partly confirms their 
proposition as the SERVQUAL dimensions were not replicated in hotels. 
Edvardsson and Gustavsson (1988) believe that service quality is largely culture related. 
Therefore, it is dependent on both the culture in which the service is produced and the 
culture which forms the consumer's frame of reference. In a study of service quality, it 
has been demonstrated that people of different nationalities have a different service 
quality perception (Herbing and Genestre, 1996). Chadee and Mattsson (1996) show 
that the perception of quality may differ in some evaluative criteria between the two 
groups who come from different cultures. 
The situational variables are advocated to have a significant influence for evaluation of 
product and services at the pre-consumption (choice behaviour) and post consumption 
point (Belk, 1975; Engel et. al., 1995; Filiatrault and Ritchie, 1988). Cadotte et. al., 
(1987) argue that the situation has an important role for consumers to determine what 
type of evaluation standards they will use in order to form their satisfaction judgement. 
Their zone of tolerance as well as their satisfaction may vary according to different 
service organisations as well as different social situation. For example, evaluation of 
service attributes may be different when it is an occasional lunch or a birthday party in 
the same restaurant. In a longitudinal study of business to business professional services, 
it was shown that customer satisfaction differs across the product categories and 
different buying situations (Churchill and Suprenant, 1982; Petterson and Johnson, 
1995). Lewis (1984) also argues that the hotel service quality attributes may be 
differently used according to circumstances. 
The preceding argument does not mean that situational variables affect the behaviour or 
consumers on every occasion and the general service quality dimension has no value at 
all. The situational factors may have a significant role if these conditions show a great 
diversity (Engel et. al., 1995). Therefore, some of the service quality dimensions may be 
generic, some overlap in a particular situation, some need a critical examination or some 
dimensions may be completely different from the available models (Carmen, 1990). In 
fact, the scale construction studies and the application of models demonstrated that some 
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dimensions could be replicated in different service organisations. The same studies also 
identified new dimensions, which are different from the available models (Avkiran, 1994; 
Oberoi, 1989; Leblanc, 1992; Bouman and Van der Wiele, 1992). Dabholkar et. al. 's 
scale construction study (1996) showed that the original SERVQUAL reliability and 
tangible dimensions are valuable, but needed to be divided into the sub-dimensions. In 
addition, three dimensions, which were different from the general service quality models 
- personal interaction, problem solving and policy, were found. 
These findings suggest that considering the situational variables may choose the 
appropriate service quality dimension. Alternatively, the scale construction studies 
should consider the situational factors, which may affect the selection of scale items. 
3.3 OTHER SERVICE QUALITY MODELS 
Bolton and Drew (1991a) produced a multistage service quality model, which is based 
on three theories: the information integration theory, the lens model and the perception 
preference choice theory. In this model, service quality is measured on the basis of three 
important concepts: expectations, perceived performance and disconfirmation 
experience. They propose that both customer satisfaction and service quality are the 
antecedents of a perceived value. In reference to the authors' suggestion, the antecedent 
of each construct specified in the model should be carefully determined and assessed by a 
longitudinal study (Bolton and Drew, 1991 a). Moreover, the extrinsic and intrinsic cues 
of customer satisfaction and service quality may be more complex to determine 
according to different situation. Despite the conceptual contribution to the relationship 
of the construct, the model is impractical and loses its appeal because it requires a 
longititunal study and the validity of the model is verified only in a specific sample 
(Bolton and Drew, 1991b). 
Mattsson (1990; 1992) offers a service quality model based on customers' ideal value 
standard. Thus, customers compare their perception of services against their values. 
According to his theoretical argument and empirical findings, services are evaluated 
differently from one organisation to another on the basis of consumer values, which are 
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claimed to occupy a central position in human evaluation 
value based segmentation. 
This may also support the 
Mattsson's approach is notable and there is theoretical support for employing values as 
an explanatory variable; for example, Gutman (1982) argues that consumer values play 
an important role in understanding behaviour in the marketplace. He further presents a 
means-end-chain model, which helps to identify a consumer's categorisation process 
through attribute, consequences and value relationships. Holbrook (1994) established a 
direct relationship between service quality and consumer values. He argues that service 
quality is an extrinsic, passive type of value. The value-service quality and value- 
customer sat/dissatisfaction relationship is also compelling either in the service quality or 
job satisfaction literature (Edvardsson and Gustavsson, 1988; Wilensky and Buttle, 1988; 
Locke, 1967; Holbrook, 1994; Gutman and Adlen, 1985). However, some empirical 
studies produce controversial findings, for example, Westbrook and Reilly's (1983) study 
suggests that value is not a good comparison standard. Woodruff et. al., (1991) note 
that, although some of the existing satisfaction and service quality establish the 
relationship between values and attributes through the means-end-chain models, these 
studies are biased because they do not distinguish attributes and consequences (desires) 
despite the fact that they are conceptually different according to means-ends-chains 
literature. 
In summary, Mattsson7 s model is invaluable in terms of expanding the theory of service 
quality by transferring the existing arguments from attribute based measurement to value 
based measurement. However, this area requires more elaboration. In other words, the 
service quality-value relationship or the value service quality equation needs to be 
verified by strong theoretical arguments and these arguments should be supported by 
precise methodology before moving to measurement. 
3.4 SERVICE QUALITY MEASUREMENT TECHNIQUES 
The service quality literature shows a frequent use of ` Critical Incident Technique' and 
`Importance Performance Analysis' (Martilla and James, 1979). Importance 
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Performance Analysis is considered to be a valid technique for a number of reasons; 
Firstly, because it substitutes importance of attributes for expectations. This technique 
has value for practising managers, because it provides additional information and more 
diagnostic power in forming quality improvement strategies. It is a practical tool. 
Secondly, it separates, but combines attribute rating with importance rating in the 
manner of Fishbein and Ajzen (1975). However upon application, the perception (P) and 
importance (i) combination was not found to be a good measure of service quality 
(Cronin and Taylor, 1992; Smith, 1995; Babakus, Pedric and Richardson, 1995). Finally, 
the technique proposes that service quality should be provided based on the performance 
only measurement, which is consistent with the developing service quality literature. 
Despite the managerial value of this technique, it omits the dimension of service quality 
and focuses on the identification and improvement of service quality attributes and 
problems associated with these attributes. However, the scale reliability and validity 
should be verified before applying this method. 
Another notable method in the literature is the Critical Incident Technique (CIT) which 
was first developed by Falangan (1954) to assess the critical requirements in job 
performance. The technique is essentially the collection and systematic classification of 
stories or "critical incidents" by employing content analysis method. The use of the 
critical incident technique is to establish the priorities for improvement of service quality 
(Lockwood, 1994; Stauss, 1993). The technique has been applied to measure both 
customer satisfaction and service quality by several researchers in the service industry 
field (Cadotte and Turgeon, 1988; Bitner et. al., 1990; Edvardsson, 1992; Gabbott and 
Hogg, 1996; Moreno-Perez, 1995). However several criticisms have been expressed. 
These focus mainly on the difficulty in processing information, subjectivity in 
interpretation, and the temporary nature of the incidents due to modification of consumer 
perception over time (Lockwood, 1994; Johnston, 1995). These criticisms take on 
greater weight when CIT is placed in the context of scaling. The end result of CIT is to 
form dimensions that can be scaled. 
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In a longitudinal service quality study, Haller (1995) demonstrates that importance- 
performance analysis is an adequate instrument to identify the strengths and weaknesses 
as well as to set priorities for quality improvement of service processes compared to 
critical incidents. When compared, the findings based on the two techniques diverge. 
Similarly, Stauss and Hentshel (1991) show that attribute ratings and the critical incident 
technique arrive at different results. However, CIT may be more useful if it is used to 
provide additional information to draw a broader picture of the service quality 
developments or if it is considered as a preliminary study to analyse the specific service 
situation in order to develop a service quality scale (Haller, 1995; Bitner and Hubbart, 
1994). Conjoint analysis is also another method suggested to measure service quality in 
the literature (DeSarbo et. al., 1994). 
3.5 CONCLUSION 
The conclusion drawn here is that neither the theoretical nor the empirical literature has 
yet come near to resolving any of the issues inherent in service quality measurement. In 
a sense, the technical problems, such as the separate measurement of expectations, are 
hard enough to cope with without having to carry conceptual burdens on as well. The 
generic-specific dimension issue, the holistic organisation-specific service experience 
dilemma and the connection between quality and satisfaction remain unresolved. 
However, it would be quite wrong from the above critique to infer that the research has 
not achieved a great deal; it has, but the conceptualisation as well as the measurement of 
service quality has not lost any of its initial problems. This may imply that the 
SERVQUAL principles have not been as helpful as they should have been or are 
incomplete. The arguments put forward here suggest that a few steps backwards should 
be taken to the make the task simpler. In the first place it might be easier to find out 
how people evaluate hotels, or for that matter any specific service category, before 
launching into the study of generalised dimensions. In other words, it may be useful to 
start by being specific and see what general dimensions emerge. The search for general 
dimensions has not brought forth any reliable answers despite the reasonable assumption 
that they exist. This is not an argument for reinventing the wheel, because despite the 
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criticisms that have been levelled, one conclusion drawn here is that, at least at an 
intuitive level, some of the dimensions found by the models have a conviction about 
them. The problem is that the evidence is contradictory and simply not strong enough. 
This suggests that the way ahead may not be through a search for more dimensions, but 
a confirmation of those suggested by the models but by different means. In other words, 
the state of complexity in the field might benefit from an approach that, in the first place, 
seeks to validate the existence of the previous dimensions using a specific focus on one 
type of service, say for example, hotels and, in the second place, uses a different scaling 
technique. 
The concern of the literature with quality for cultural influences on standards connects us 
once again to the cognitive structure. How individuals form particular criteria in their 
cognitive schema?. The social psychology of group behaviour suggests that our need to 
belong to groups; to be acceptable in society leads us to learn evaluative judgements 
from our social settings. Tajfel (1978) argues that the desire for social identity leads us 
to affiliate will groups and by so doing open ourselves to the need for consensual 
judgement of the value of things and people. The more intangible the object to be 
evaluated, the more the individual relies on consensus. Riley (1984) shows how this 
process relates to the evaluation of hotels. His link between consensual evaluation and 
hotels is social differentiation. The meaning of hotels to an individual is a by-product of 
their search for a social identity through social differentiation. Tajfel (1978) describes 
the 'a reciprocal or dialectical' relationship between social settings and the reflection or 
expression of them in subjective social group membership (Tajfel, 1978, p. 39). This 
suggests that hotels might be held in a prestige hierarchy in the cognitive structure. If so, 
it unlikely to be linear, end-anchored or upward turning, are more likely structures 
(Coxon and Jones, 1978). It is clear that marketing on differentiation works yet, but it is 
not known how hotels line up in individuals' cognitive structure-the very basis of 
evaluation. Put simply understanding how anything is evaluated requires knowledge of 
i) What category is it in? 
ii) What else is in the category? (home? other leisure services? ) 
iii) How are relative judgements made within the category? 
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Given the long history of equivocation on whether hotel evaluation is related to 
standards at `home', it would be useful to know if homes and hotels were in the same 
part of an individual's cognitive schema. Knowledge of whether `home' is an antecedent 
would be valuable to future development. 
In a sense, research on quality evaluation is unsystematic. It is either too theoretical or 
largely empirical. A better stock of knowledge on these basics would be helpful. For 
example, progress on why people choose particular hotels would offer clues on relative 
judgements although the excellent study by Lewis (1984) only reminds the idiosyncratic 
nature of hotel selection processes. 
The final conclusion of this chapter is that first, a reliable and valid score can be obtained 
by a performance only measurement (Crompton and Love, 1995). Second, one of the 
most critical issues in the service quality literature is the selection of service quality 
dimensions which are critical for the evaluation of a particular organisation including a 
hotel. 
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CHAPTER 4 
LITERATURE REVIEW; THE EXAMINATION OF SERVICE 
QUALITY IN THE LODGING INDUSTRY 
4.1 INTRODUCTION 
Commentators state that conceptualisation of service quality is still in an early stage in 
the hospitality industry (Barsky and Labach, 1992; Lockwood, Gummesson, Hubrecht 
and Senior, 1992). In a recent study, Oh and Parks (1997) emphasise that majority of 
the theoretical and methodological problems remain in this area, although service quality 
has become a critical consideration in the hospitality industry and the literature has been 
growing. 
From the theoretical point of view multidimensional models offered by two schools of 
thought dominate service quality. The principal criticism addressed at the North 
American School of Thought is that the reliability and the validity of their model is 
unstable when applied to a particular service organisation including hotels (Saleh and 
Ryan, 1991; Buttle, 1996). Conversely, the Nordic European School of Thought 
remains on the theoretical level and fails to provide strong empirical evidence which 
supports their foundations. However, the European scholars argue that their 
conceptualisation should only be considered useful to understand the concept of service 
quality rather than being generic across the industry (Gronroos, 1984). Some of them 
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support a more flexible approach and argue that the dimensions of service quality may 
change from organisation to organisation (Lehtinen and Lehtinen, 1991; Lehtinen, Osolo, 
and Osolo, 1996). This proposition is partly supported by the empirical findings of 
SERVQUAL, which indicated that the dimension of service quality changes in different 
service organisation. Thus, two alternative research designs may emerge to measure 
service quality: a situation specific quality model should be used or an appropriate 
dimension should be selected from the available models by considering the characteristics 
of services and the service organisation. 
At the outset of this chapter, the service quality studies in the hospitality literature are 
reviewed. These will leads to a re-examination of dimensions offered in general service 
quality models. Then the dimensions are selected for the evaluation of hotels on the 
basis of the characteristics of hotel product and the findings of previous studies employed 
in the hospitality industry. Finally, the contents of selected dimensions are explored by 
utilising the literature review. 
4.2 CHARACTERISTICS OF HOTEL PRODUCT 
The hotel product is defined from different perspectives and classified by using different 
criteria. According to Buttle (1991, p. 184) every product has two dimensions: "feature" 
and "benefit". Benefits are an essential component that induce the customer to buy and 
causes satisfaction and dissatisfaction whereas features are the physical characteristics 
designed into a product so that it is capable of satisfaction delivery. Likewise, the 
hospitality product can be defined as an experience of certain elements, which give 
satisfaction or dissatisfaction. These may be physiological (comfortable bed), economic 
(good value for money), social (enjoyable company), or psychological (self-esteem). 
Lewis (1982) emphasises that benefit is an essential part of the hotel product so that it is 
qualified as a significant factor for market positioning. 
Kotler (1994) argues that there are three components of a product: "core", "tangible" 
and "augmented". The core product consists of fundamental benefits customers are 
seeking for. The tangible product is the way the fundamental 
benefits are translated 
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through physical elements. The augmented part is the extended product offering. This 
also concerns modification and enhancement to make the product more attractive to 
target market. In a hotel, a core product is a problem solver, which fulfils customer's 
needs such as; providing a room, supplying meals or offering the opportunity to socialise. 
The tangible product concerns standards and attributes, which can be easily recognised 
by customers; i. e., the certain size of a room, the decor, the type of environment. 
Basically, these are used as a symbol of product benefits. As the augmented product is 
the way the complete product is delivered to target customers, this may include service 
courtesy, availability of room service, credit provision, information services etc.. Buttle 
(1991) argues that competition takes place largely at the augmented level in the hotel 
industry. Brymer (1977) comments that despite the fact that hotel product can be 
differentiated on the basis of form (motor hotel, motel, holiday camps, bed and 
breakfast), all offer the core benefits, but use the tangible and augmented dimensions for 
appealing to customers from different market segments. 
Lewis, Chambers and Chacko's (1995, p. 30) definition of the hospitality product is 
rather consumer behaviour oriented. They argue that customers are concerned about 
three major elements - "goods", "environment", and "services"- in relatively equal 
portions in the purchasing and consumption period. Goods include mostly physical 
factors which fulfil the basic needs of customers; e. g., meals, a bed etc. Using or 
consuming goods induces customer satisfaction or dissatisfaction. Environment may be 
tangible or intangible. While the customer sees tangible aspects of the environment as 
features, the intangible parts of the environment represent benefits; e. g., an electronic 
lock door is a feature, but the ultimate aim is to provide a secure environment as a 
benefit. Although this is similar to Buttle's (1991) `feature and benefit' definition, 
environment is distinguished from goods on the basis of what customer `want' as 
opposed to what they `need'. Services include non-physical, intangible attributes heavily 
dependent on the personal elements provided by employees, such as friendliness, speed, 
attitude, and professionalism. 
From a guest satisfaction and dissatisfaction point of view, Medlik (1994) identifies five 
components of the hotel product: "location", "facilities", "service", "image", and "price". 
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Location mainly refers to geographical accessibility and convenience of a hotel while 
facilities include the functionality and availability of physical resources (e. g., restaurant, 
bar, room etc. ). These may be offered in different sizes or in other ways. Services 
concerned with how the hotel tangible product is transferred to customers in different 
form such as style, personal attention, speed, and formality. Image may be defined as the 
way in which both customers and other people see the hotel. Price means perceived 
value for money. 
One of the popular methods of describing a hotel product is the level of tangibility on a 
good-service spectrum (Shostack, 1977). From the customer's perspective, the more 
tangible a product (i. e., a good), the easier it is to evaluate (in terms of quality) whereas 
for an intangible weighted product the opposite is true. A hotel product is a combination 
of both tangible and intangible elements. Lewis (1982) argues that the tangible part of 
hotel product tends to have a short-term cognitive and effective impact whereas services 
have a more enduring effect. However, the intangible attributes of service product are 
perceived subjectively and therefore, they are more difficult to define and measure. 
Other characteristics of services (heterogeneity, inseparability, perishability) also makes 
to this task more difficult. 
Lockwood (1996) introduces two levels of categorisation of hotel product on the basis 
of a framework: "the characteristics of experiences" and "the nature of contact". In the 
first level, both product and services are tangible. If it is a product, the tangibility is 
rather obvious such as; food or bed. If it is a service, the tangible part refers to script, 
speed, or the process of corrective action. On the second level (intangibility), both 
services and product contain a higher level abstraction. For example a tangible product 
may be used to form an atmosphere, express comfort, aesthetics and feelings at the 
intangible level whereas intangible meaning of services may correspond to friendliness, 
care, or assurance. While this sort of framework emphasises two levels of abstraction, 
the placement of two criteria (the characteristic of experience and the nature of contact) 
is ambiguous in Lockwood's matrix. 
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Nightingale (1985) states that while the hospitality industry provides a number of 
product-related services e. g., car parking, laundry services, the main objective is to fulfil 
a basic needs such as rooms and meals. Generally speaking, a hotel offers a bundle of 
tangible and intangible elements in different usage ways: e. g., goods (food) by 
consuming, physical facilities (buildings, facilities) and information by using and 
interaction (employees and other customers) by feeling. Overall, hotel product is a 
cumulative experience established through an interaction with all these elements. Lewis 
et. al., (1995, p. 31) emphasise this notion in the following statement: 
"the hospitality product is always `left behind' that is, customers do not take it 
with them and it can never be redone. The moment has passed forever. They go 
away empty handed, with nothing to show for their money". 
4.3 SERVICE QUALITY IN THE HOSPITALITY INDUSTYRY 
The concept of service has been of interest to hospitality researchers for a long period of 
time. Although the literature is heavily dependent upon the consumer's pre-purchase 
evaluation and choice behaviour (Callan, 1994; Riley and Perogiannis, 1990), a handful 
of researchers have focused on the consumers' post-purchase evaluation, evaluation of 
hotels in general and the measurement of service quality from different perspectives 
(Riley, 1984; Wood, 1994; Ananth et. al., 1992; Bratwaite, 1992; Barrington and Olsen;, 
1987; Wilensky and Buttle, 1988; Dev and Olson, 1989). The majority of studies on 
satisfaction and service quality are associated with the factors affecting to the satisfaction 
of a destination area (Pizam et. al., 1978; Lounsbory and Hoops, 1985; Ross and Iso- 
Ahola, 1991) rather than giving priority on the examination of hotel service quality 
Oh and Parks (1997) emphasise that although there are some studies contributed to 
understanding of consumer behaviour in the hospitality literature, more rigorous 
theoretical and methodological treatments are needed to improve the underdeveloped 
pedagogy of customer satisfaction and service quality research. Ingram (1996) notes 
that the research on service quality is increasingly important and debated energetically in 
the wider community and therefore, deserves more attention. The following part aims to 
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investigate the issues on service quality measurement and the criteria utilised for 
evaluation of hotels. 
4.3.1 Service Quality Measurement Issues In The Lodging Industry 
Lewis (1988) and Yasawitch (1987) comment that the hospitality industry has lagged 
behind many other industries in applying rigorous market research techniques and has 
tended to rely too much upon intuition and past practice to aid their marketing decisions 
and measurement of customer satisfaction. Furthermore, Lewis and Pizam (1981) argue 
that most of the satisfaction surveys and the analytical methods used in the industry are 
methodologically biased, and therefore produce inaccurate information. Instead of using 
descriptive statistics, multivariate techniques should be employed if the components of 
consumer behaviour, benefits, attitudes, satisfaction, service quality, are essential to 
measure. 
Measurement of service quality in the hospitality industry diverges according to 
employed methods and research approach. Research designs vary along a qualitative and 
quantitative continuum. Qualitative studies are exploratory and therefore, the intention 
is to understand the concept of service quality by finding the key variables of service 
quality. On the contrary, quantitative studies is used to measure service quality from 
different perspectives - employees, management, consumer- on the basis of the key 
variables outlined through the exploratory studies. As an alternative to this approach, 
some researchers utilise the existing models and scales in assessing service quality. 
Therefore, differences have arisen in the selection of methods and research approaches 
according to study objectives. 
Early hospitality researchers focused on the conceptualisation of service quality and 
therefore, this lets the use of exploratory methods and techniques. Lockwood (1994) 
recommends the Critical Incident Technique for recording success and failure of service 
quality in the service delivery process. Nightingale (1983) uses repertory grid interviews 
with hotel customers in order to identify the key factors for hotel operation. As a result 
of his investigation, a service quality model called "The Service Process Model" similar 
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to Gronroos' model was produced. In this model, the customer compares perception of 
performance and service outcome (overall service experience) against his/her desired 
expectations (initial expectation). Nightingale (1983) not only introduces the idea of 
multiple comparison standard (desired expectation, other service experiences) in arriving 
at quality decision, but also recognises the importance of management, employee and 
corporate objectives as a key factor in maintaining desired service quality. Another 
challenging study undertaken by Oberoi and Hales (1990) attempts to develop a scale for 
assessment of service quality in conference hotels through a complementary process 
which proceeded the interview and questionnaire method. 
Either attempts have been made to develop new methods or the use of existing 
techniques has been considered a useful approach for monitoring the progress of service 
performance. Johns and Lee-Ross (1995) developed a free-response questionnaire called 
"Profile Accumulation Technique" to build up qualitative and quantitative profiles of 
service quality in hotels. Their approach offered the possibility of comparing service 
quality between different hospitality operations, events and departments. Also it is 
proposed that this technique can be useful for detecting the level of performance over 
time. Martin (1995) assessed the value of the `Importance/Performance Analysis 
Technique' and the `service gap technique' in assessing the perceptual differences 
between management's and employees. 
In a study of service quality in the UK roadside lodge sector, Senior (1992) developed a 
research technique called `Pperceptual Blueprinting' which is a combination of three 
methods using the "principles of soft system methodology" (e. g., repertory grid, 
interview, questionnaire), "service blueprinting", and "perceptual gap analysis" This 
technique essentially provides a multi-perspective phenomenological systems tool for 
studying service delivery system as perceived by customers and employees. In this 
approach, both customers' and employees' perceptions provide a snapshot picture of the 
service delivery system, and therefore, a failpoint causing poor quality in the system can 
be identified. It was proposed that this information is valuable and assist managers to 
direct their human resources and re-design the service delivery system for producing high 
service quality. 
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Saleh and Ryan (1992) used a simple Fishbein multi-attribute model for assessing service 
quality attributes and its importance. Barsky (1992) introduced the expectancy- 
disconfirmation paradigm into the lodging services. Then, he attempted to modify the 
perceived disconfirmation model by adding a weighting measure through the attribute- 
specific importance. However, Oh and Parks (1997, p. 39) 53) comment that Barsky's 
study regarding the employed weighting method are biased due to mis-interpretation of 
the findings. By corresponding to the literature on attitude measurement, they further 
argue that the inclusion of importance measurement is controversial and this question 
seems to be a philosophical question rather than a practical one. Therefore, further 
research is required to establish the efficiency of this method in assessing customer 
satisfaction. 
Restaurant and hotel rating schemes are operated by numerous official and semi-official 
bodies in order to measure quality. They tend to rely upon the checklist of subjectively 
determined quality attributes usually performed by skilled inspectors. Callan (1993) 
questioned the equivalence of grades in the classification schemes and guides. Further, 
Callan and Lefebve (1997) compared and contrasted the effectiveness of these schemes 
from both customers' and managers' point of view. It is reported that customers are not 
influenced by schemes when selecting lodge accommodation due to the fact that they do 
not consider valuable the criteria used for rating schemes. Thus, conclusions prompt the 
need to revise the existing criteria in order to meet customers' expectations. 
Lewis (1987) argues that the available models and parameters should be replicated and 
they should be extended, if necessary, rather than providing another attempt for defining 
service quality. Following this procedure, the established theory could have a 
considerable impact for hotel marketing. As a result of application of the SERVQUAL 
model, he confirmed some of the SERVQUAL gaps and identified three more gaps. 
A similar approach adopted by Saleh and Ryan (1991) utilised SERVQUAL model with 
a content specific scale to assess service quality from both consumer and manager 
perspectives. Their findings emphasised the critical value of the service quality 
dimensions in hotels and the perceptual gaps that occurred between managers and 
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consumers. Another attempt taken by Getty and Thompson (1993) concerned the use of 
the SERVQUAL parameters. Their study indicated that only two of the service quality 
dimensions were generic and three of them merged into one dimension. Although their 
study findings are criticised by Oh and Parks (1997) on the basis of sample bias, due to 
the fact that the sample was composed of students, their study approach makes an 
important contribution into the measurement of service quality. Firstly, the assessment 
of service quality is considered essential from the consumer's point of view. Secondly, 
the reliability and validity of an instrument is recognised as a critical issue in 
measurement. Thirdly, the concept of service quality is seen as a multidimensional 
construct, which is consistent with the developing service quality literature. Finally, the 
emphasis is given to the identification of critical service quality dimension. This 
approach emphasises that the validity and reliability of measurement proceeds before 
relying on the statistical outcomes of the measurement. 
4.3.2 The Service Quality Studies in the Lodging Industry: The Key Criteria for 
Assessing Hotel Service Quality 
This section aims to investigate the service quality criteria utilised in the hotel industry 
from customers' and managers' perspective. Zeithaml, Parasuraman and Berry (1990), 
however, argue that regardless of the type of organisation being studied, reliability is the 
most important dimension followed by responsiveness, assurance, empathy and tangibles. 
Fick and Ritchie (1991) demonstrated that tangibles and assurance are the two most 
important service quality dimensions in hotels. 
Farsad and LeBruto (1994) report that the hotel guests are usually interested in the 
physical environment of a hotel, the condition of rooms, the degree of caring, and the 
consistency of attention paid by employees. The result qualifies three out of the ten 
SERVQUAL dimensions, tangibles, empathy and consistency as a critical factor in the 
evaluation of service quality. 
In a study of identification of key components of hotel operation, Nightingale (1985) 
comments that the customer's expectations and perception of both physical and 
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psychological aspects are important to service quality. He reported four critical factors 
affecting customers' perception of service quality: "spaciousness", "efficiency and guest 
control" "ease of use", and "availability". 
Clow, Garretson, Kurtz (1994) note that the leisure travellers' selection of hotel criteria 
are determined by a number of factors. In particular security is identified as the most 
important factor followed by a familiar brand name. Although it is difficult to generalise 
the idea that the same attributes are significant to assess both hotel preference and 
service quality, security is considered an important factor in establishing and maintaining 
desired service level by hoteliers (Duncan, 1993; Wagner, 1993; Wolf, 1993). Similarly, 
Zeithaml (1981) states that the physical aspect of service is significant in pre and post- 
purchase evaluation. Saleh and Ryan (1992) confirm that both the aesthetics of hotel 
interior and exterior contribute to the perception of service quality. 
Lewis (1983) claims that resolving the customers' complaints is generally less expensive 
than capturing a new customer. He grouped sources of customers' complaints and 
compliments into four factors: "physical environment", "physical goods", "service and 
personnel attitude", and finally, "expectation" as different from other evaluative 
dimensions. According to his suggestion, while physical environment is largely beyond 
the managements' control ability, the remaining factors can easily be managed in order to 
establish a desired level of satisfaction. 
Cadotte and Turgeon (1988) categorise the trends of compliments and complaints of 
hotel services in four groups; satisfiers, dissatisfiers, critical and neutrals. The most 
frequently mentioned attributes are; "attitude and knowledge of employees", "availability 
of services", "cleanliness and quietness of hotel" and "price". Nicolich and Sparks 
(1995) note the importance of communication during service encounter in order to 
establish a smooth and effective interaction between services and customers. 
Lewis (1984a; 1984c) demonstrates that evaluation of service quality attributes are, in 
fact, altered in three phases: the salient attributes (at the top of a traveller's mind), the 
determinant attributes (for hotel selection) and the important attributes (during a visit 
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period). It is proposed that the latter explains customer satisfaction better. His research 
classified the importance attributes into 16 factors: "overall feeling", "F &B service- 
beverage quality", "security", "service quality", "restaurant quality-price options", 
"amenities and special conveniences", "reputation and image", "room-bath furnishing and 
their condition", "quiet", "building and aesthetics", "contemporaries and modern 
conveniences", "health facilities", "VIP treatment and extra luxury", "location", "price 
and value", "check in and check out process". 
From the customer's point of view, Lockwood et. al., (1992) report the key criteria of 
service quality in the low-tariff roadside lodges and budgets hotels. As a result of the 
categorisation process, it was shown that "value for money", "overall standard" 
"cleanliness of hotel" and "friendliness of employee" were the most frequently quoted 
elements of service quality. They also note that cleanliness of hotel and friendliness of 
employee should be seen as a generic dimension by corresponding to other studies which 
quoted them frequently. Oberoi and Hales (1989) report that while the content of 
service quality attributes identified in conference hotels refer to a wide range of 
SERVQUAL dimensions (tangibles, understanding, competence, responsiveness, 
reliability), the correlation of between these attributes suggest that a two dimensional 
structure grouped as "tangibles" and "intangibles", is more suitable for evaluation of 
hotel service quality. 
Haywood (1983) argues that a hotel product should be designed according to the guest's 
objectives and needs. Therefore, consumer oriented service quality should be viewed 
according to Juran's (1979) "fitness for use" principle, which consists of three ability 
factors: "availability", "reliability" and "maintainability". Availability is concerned with 
the timeliness of the services and the convenience of location. Reliability contains both 
security of a hotel and the consistency of delivery process, which meets customer 
expectation. The maintainability dimension concerns with the excellency of services in 
the sense that the continuity of the services are being provided with no delay and 
interruption. 
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Barsky and Labacgh (1992) comment that customer satisfaction has neither been 
integrated directly into the business plan nor accepted as a strategic dimension, although 
it is an important tool for a successful organisation. Their study indicates that customer 
satisfaction can be established through the following factors which were ranked 
according to relative importance: "employee attitude", "location", "room", "price", 
"facilities", "reception", "service", "parking", "food and beverage". These findings are 
confirmed by other scholars (Atkinson, 1988; Knutson, 1988a; 1988b; Lodging, 1985). 
Lewis and Owtram's (1986) survey suggests that "facilities in the resort", "situation of 
hotel", and "comfort of hotel" are the most important contributor (more than 70 %) to 
overall satisfaction. The most successful hoteliers report that their quality assurance 
reputation is owed to identical factors including courtesy, physical elements, home-type 
atmosphere and consistency in service delivery (Carper, 1991) 
In a study of investigating the pattern of frequent travellers in a return of hotel selection, 
Knutson (1988) identified five important factors which influence the behaviour of 
frequent travellers: "cleanliness and convertibility of a room", "safety and security of an 
establishment", "location", "friendliness and courtesy of an employee" and "price". 
Corresponding to the critical incidents reported by holidaymakers, Moreno-Perez (1995) 
grouped the perception of hotel service quality into the four categories: "physical 
environment", "physical goods", "professionalism and behaviour of service personnel" 
and "perception". The physical environment consists of global image, ambience and 
atmosphere, quietness and the condition of hotel facilities. The physical goods contain 
six groups: food and beverage quality, the variety of menu, the condition of elevators, 
the cleanliness of the establishment, the cleanliness of rooms and the conditions of hotel 
furniture. The dimension of professionalism and behaviour of service personal refers to 
attitude of employees, response to unavailable service, response to special needs, 
response to customer preferences, attention paid to customer, and unacceptable slow 
performance. The perception consists of three groups: availability of facilities, additional 
activities and animation programs, and gestalt evaluation, which corresponds to overall 
sat/dissatisfaction of hotel. Moreno-Perez (1995) notes that the attitudes of employees, 
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additional activities and animation program, global image and atmosphere, gestalt 
evaluation and cleanliness of a hotel are the most important and largest groups in terms 
of reported positive incidents (58%). Conversely, unacceptable slow performance, 
variety of menu, availability of facilities, additional activities and animation programs, 
elevators, accommodation facilities, furniture conditions, and attention paid to customer 
are the largest groups (20%) in terms of reported negative incidents. 
Utku (1992) identified 21 attributes in a study of service quality in resort hotels. Of 
these, managers and customers rate 11 attributes as the most important salient variables. 
These can be classified in five groups: (1) staff behaviour and attitude 
(friendly/polite/courteous employees, knowledgeable and skilful staff, warm welcome), 
(2) physical environment (room and bath facilities/comfort, air-conditioning/ventilation in 
the room, cleanliness and sanitation), (3) consistency in delivering service, (4) availability 
of services, and (5) value for money. 
4.4 AN ALTERNATIVE APPROACH TO THE GENERAL SERVICE QUALITY 
DIMENSIONS 
From the preceding discussion in Chapter 3, it has been shown that some dimensions in 
the general service quality models are different, whereas others are exactly the same. 
This argument also emphasises the fact that while some of the dimensions are generic 
across the industry, some of them may be unique to a particular service organisation. 
The pilot study conducted in the resort hotels by utilising the SERVQUAL and 
LODGSERV scales also partly supports the second proposition to some extent (see 
Chapter 5). 
While emphasis is also placed on the issue of generic, specific dimensions, some of the 
dimensions seem to be highly correlated, although they are grouped under different 
names (Parasuraman, et. al., 1985). Empirical studies, for examples in hotels provide 
evidence that customers cannot discriminate some of the SERVQUAL dimensions. 
Saleh and Ryan (1992) work on the hotel industry indicates that while tangibles and 
assurance are generic, the dimensions of empathy, assurance and reliability cannot be 
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replicated. Similarly, Getty and Thompson (1993) show that the dimension of tangibles 
and reliability are generic, but assurance, responsiveness and empathy merge in a single 
dimension which is termed "contact". Interestingly, both studies suggest a three 
dimensional model for evaluation of hotels. What is more interesting is that this 
structure is similar to Parasuraman et. al. 's (1994b) empirical findings of SERVQUAL 
when they tested the original scale and found a three dimensional model. These studies 
suggest that some of the dimensions. 
Another argument emphasises the fact that the general models may be used as 
complementary to the others. For example, one of the important criticisms of 
SERVQUAL is that its dimensions focus only in the service delivery process rather than 
providing a measure of output quality dimension (Babakus and Mongold, 1991). 
Richard and Allaway (1994) show that the predictive power of the SERVQUAL scale is 
improved significantly when the output quality dimension is linked to the SERVQUAL 
model. Lewis (1987) notes that the output quality, which is missing from the 
SERVQUAL scale, may be a critical dimension for evaluation of hotel services. 
A similar approach taken by Mittal and Lasser (1996) proposes that a unique dimension 
should be linked to a general service quality scale in a specific service environment. 
Their study compared and contrasted the compatibility of "personalisation" with the 
SERVQUAL dimensions. Personalisation is defined as a social content of interaction 
between service or retail employees and their customers. Although empathy touches 
upon personalisation, their study indicates that if two of the SERVQUAL dimensions, 
empathy and assurance is replaced by personalisation, the four-dimensional scale 
(reliability, responsiveness, personalisation, tangibles) explains service quality better. 
Moreover, personalisation emerged as the most important determinant of perceived 
service quality, customer satisfaction and other patronage indicators. 
It is not only the empirical studies, which indicate the lack of discriminate validity 
between dimensions, but also the content validity studies. In other words, the definition 
of dimensions offered in generic service quality models are found to be limited and 
overlapping, although they are given a different name (Buttle, 1996; Lehtinen, Osajalo 
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and Osajalo, 1996). In an attempt to combine the two schools of thought, Lappiere and 
Filitrault (1996) identified that the content of two dimensions, empathy and reliability, 
are problematic in the evaluation of professional services. It is argued that reliability is 
not defined adequately by the North American School of thought, since the items of 
reliability in the SERVQUAL scale overlaps with Gronroos's "technical quality" 
dimension. Therefore, reliability should split into the technical and the functional quality 
dimensions. On the contrary, Gronroos (1988) notes that reliability is a functional 
quality related dimension rather than technical quality dimension. Another argument 
raised by Carmen (1990) proposes that if a dimension is important to customers, it 
should be decomposed into a number or sub-dimensions. 
4.5 NOMINATING THE GENERAL SERVICE QUALITY DIMENSIONS FOR 
EVALUATION OF HOTEL SERVICE QUALITY 
This section aims to nominate the dimensions by considering the preceding argument. 
According to Lehtinen et. al., (1996), the available models can be grouped into a 
common structure as the content of dimensions in the general service quality models 
appear to overlap. Thus, this approach provides wider perspective about the evaluation 
of service quality. To do this, the five well-known service quality models were revised. 
It was also noted that the dimensions of these models comprehensively covered the 
existing service quality dimensions in other models. Then, a conceptual framework was 
established as a result of combination process. 
Two major strategies were employed in order to combine models. First, the content of 
the dimensions is revised. If two are overlapping, they merged into a single dimension. 
Secondly, Lehtinen and Lehtinen's (1991) quality model is considered as a guiding 
framework in order to establish a main framework. This framework consists of three 
higher order dimensions: (a) physical quality, (b) interactive quality and (c) corporate 
quality. Figure 4.1. shows Lethinen et. al. 's conceptual framework. 
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Figure 4.1. A General Service Quality Dimensions 
A. PHYSICAL QUALITY 
1. Tangibles 
2. Accessibility 
B. INTERACTIVE QUALITY 
1. Responsiveness 
2. Professionalism 
3. Contact personal behaviour 
4. Communication 
5. Understanding the Customer 
6. Recovery 
7. Timeliness and Speed 
8. Reliability 
9. Other Customers 
C. CORPORATE QUALITY 
1. Corporate/Local Image 
2. Assurance 
As can be seen in Figure 4.1., the available service quality dimensions are assigned to the 
higher order dimensions. Thus, physical quality consists of two dimensions: tangibles, 
accessibility, whereas interactive quality is a function of eight dimensions: 
responsiveness, professionalism, contact personal behaviour, communication, 
understanding the customer, recovery, timeliness-speed, reliability, other customers, 
and corporate quality is formed by corporate/local image and assurance dimensions. 
Lehtinen et. al., (1996, p. I 11) also note despite their effort some interpretations 
corresponding to this framework can be ambiguous; 
"the classification of accessibility and assurance was not self-evident, and some 
interactive dimensions may be correlated with each other". 
However, they further argue that this should not affect the general framework. 
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This framework is useful and has many similarities with Gronroos' model. For example; 
the interaction quality defined as the relationship between service elements, staff and 
customers and this is identical to Gronroos's functional quality dimension (how service is 
delivered) which emphasises the importance of service delivery process. In addition, 
corporate quality is a specific form of an image dimension offered by Gronroos. Despite 
the fact that Lehtinen et. al. (1996) did not mention the level of abstraction between the 
higher and lower level dimensions, their conceptual framework is useful for reducing the 
large number of dimension in a single framework. Therefore, this framework is 
considered as a template for selecting the general service quality dimensions for 
evaluation of hotels. 
In order to assess the general service quality dimensions, a matrix is developed. Table 
4.1. shows this matrix. 
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Table 4.1. is a configuration of service quality dimensions taken from Lehtinen et. al. 's 
framework and hotel evaluation studies. In this way, specific hotel evaluative dimensions 
are linked conceptually to generic dimensions. The horizontal axis is taken from a 
framework by Lehtinen et. al., (1996) and the vertical axis shows the frequency of 
occurrence of each dimension in hotel evaluation studies. In the matrix, the hotel studies 
are cross-referenced against their nearest equivalent general dimension. Where there was 
not exact match, a process of conceptual alignment was used; e. g., consistency here is 
part of the reliability dimension, since Parasuraman et. al., (1985, p. 47) argue that 
reliability is the "consistency and dependability of service organisation". Location is 
accepted as part of the accessibility dimension. Politeness, courtesy, knowledge and skill 
are considered part of staff behaviour/attitude dimension. The employed approach is 
also similar to empirical studies in the hospitality industry where some dimensions merge 
together (Getty and Thomson's 1994; Saleh and Ryan, 1991; Oberoi, 1989). If no match 
was possible, the hotel evaluative criteria was considered a unique factor and listed on 
the right of the matrix 
From Table 4.1, the dimensions were extracted on the basis of their frequency used in 
connection with hotels with an arbitrary entrance rule. According to the vertical axis, six 
dimensions; tangibles (f = 25), accessibility (f = 8), staff behaviour and attitude (f = 8), 
reliability (f = 5), image (f = 4) and assurance (f = 2) are the most frequently quoted 
dimensions for the evaluation of hotels. Although the matrix suggests that corporate 
quality should be selected according to the frequency of image and assurance 
dimensions, this is substituted by the "output quality dimension" due to the following 
reasons. First, both Lehtinen and Lehtinen (1991) and Gronroos (1984) suggest output 
quality as a critical evaluative dimension for service quality. Furthermore, Lewis (1987) 
reports that this dimension can be an important criteria for evaluation of hotels, although 
Lehtinen et. al. 's framework did not cover it. Second, it is noted that the use of 
corporate quality may not be appropriate for some cases where the customer has a 
limited experience with a services, in particular when they visit service organisation 
(hotel) in their first time (Bitner and Hubbert, 1994). Therefore, this dimension may not 
be well established in the consumer's mind. Third, output quality may have an extensive 
meaning in evaluation of services such as overall image, value for money, and assurance. 
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Consequently, this dimension can cover some of the unique dimensions or variables 
placed on the last column of the matrix. 
In the final stage, the dimension of "timeliness" is also added to the selection process due 
to the fact that timeliness and speed are reported as important factors in the perception 
of service quality in general (Dawes and Rowley, 1996; Taylor, 1994). With this 
adjustment, the study adopted six service quality dimensions for evaluating hotels: 
physical quality (tangibles), accessibility, staff behaviour and attitude, reliability, 
output quality, and timeliness. 
4.5.1 Exploring the Content of Dimensions 
This section aims at exploring the content of dimensions in order to establish a 
conceptual meaning for definition. The final definitions are presented in Chapter 7. 
4.5.1.1 Physical Quality: Tangibles 
According to Parasuraman et. al., (1985) the tangible aspect of service quality is the 
physical evidence of the service which includes physical facilities, appearance of 
personnel, other customers using the same service and equipment used to provide 
services. However, one of the shortcomings of the SERVQUAL scale is that it has a 
limited description of physical elements as it is confined to the condition of the 
environment. 
Lehtinen and Lehtinen's (1991) definition of physical quality is more comprehensive 
compared to other researchers where tangibles are extended by the term of physical 
quality. This consists of three groups: "physical product" (consumed goods), "physical 
environment" (decor, layout) and "physical instrument" (service equipment). 
Consequently, physical quality is a combination of physical elements that a customer can 
experience either by seeing or using directly. The attributes of physical components, 
which are supposed to represent customer evaluative criteria, are crucial in defining 
physical elements; e. g., a comfortable bed, a well-lighted lobby, a clean property, a safe 
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environment etc. Another aspect of this definition may be that the physical elements 
should fulfil a customer's basic needs. 
From a consumer behaviour perspective, physical environment is two fold: low-load and 
light-load environment (Booms and Bitner, 1982). This classification is based on the 
information rate to be processed by the observer. The first type of environment signifies 
low information rate and communicates assurance, homogeneity, and simplicity. The 
second type of environment represents uncertainty, novelty and complexity. The 
implication of this study may suggest that holiday makers react more positively to a high- 
load environment characterised by bright colours, bright lights, loud noises, crowds and 
movements as they seek excitement, new experiences and a change from the home 
environment. On the contrary, business travellers look for a low-load environment in 
which to relax and unwind. 
Wener (1985) discusses the effect of physical environment to service encounter focusing 
on social ecology (privacy), humanity (ergonomics of the encounter) and planning 
factors (meaning of setting). He argues that "orientation" in particular is the crucial step 
in reducing the stress caused by a complex environment. A complex physical 
environment confuses customers and therefore, this should be reduced by careful 
planning and communication, which may involve the use of sign posting, effective design 
or illustration. The aim of designing a physical environment should be to convey various 
images desired by customers such as; comfort, novelty, freedom, spaciousness, 
cleanliness, warmth, etc. 
Bitner (1992) emphasises that designing a physical surrounding should be goal-oriented. 
This may involves improving productivity or building images. She argues that 
`environments can be viewed as aesthetic stimuli capable of eliciting affect' . 
Two 
aspects of environment pleasure (aesthetic) and the level of arousal (amount of 
stimulation and or excitement) capture consumer's emotional response. The physical 
environment may affect people's physiology including establishing comfort (i. e., right 
temperature) or discomfort (i. e., noise). The perceived environment (servicescape) has 
three essential dimensions: "ambient conditions" (background, temperature, lighting, 
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noise, music), "special layout and functionality" (machinery) equipment, furnishing 
arrangement), "signs, symbols and artefacts". 
4.5.1.2 Staff Behaviour and Attitude 
Solomon et. al., (1985) explain staff behaviour and attitude with "role theory". 
According to this theory, the service encounter is composed of dyadic, goal oriented, 
situational, learned and consistent behaviour patterns, which aim at establishing a smooth 
interaction between customer and employees. Following their conceptualisation 
employees carry out a specific role in performing his/her task. This consists of a set of 
learned scripts and a cluster of social cues, which are transferred to the customer during 
service interaction; for instance, a waiter greets customers, shows menus, explains the 
ingredients, and brings foods and drinks. The staff's overt behaviour while performing 
this script also conveys his empathy, professionalism, and competence etc. 
Gronroos (1988) states that staff behaviour and attitude is concerned with the contact 
person's responsiveness, caring ability, friendliness and sincerity in solving problems. 
According to Haywood-Farmer's (1988) definition the acceptability of employee 
behaviour consists of several verbal or non-verbal elements like "grooming", "warmth", 
"attentiveness", "timeliness and speed", "communication", "dealing with complaints". 
Mittal and Lasser (1996) note that the antecedents of staff behaviour and attitude include 
empathy, responsiveness and competence. These are the main pillars of smooth social 
interaction between a service provider and customers. Similarly, scholars argue that a 
desirable social relationship is established somewhere beyond performing a good job at 
the service encounter (Romur, 1989; Lockwood and Jones, 1989). 
In order to clarify and enlarge the content of concept, this dimension should include 
staff's (managers or service providers) basic responsibility while performing their task 
and the intangible elements of his or her overt behaviour such as; politeness, friendliness, 
responsiveness. The latter aspect of behaviour may explain the attitude of staff to 
customer and to his job; e. g., a task may be performed within the proper rules, but the 
customer may feel that there is a hostility or incongeniality disguised in employees' overt 
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behaviour. Alternatively, a task may be performed within the minimum standards, but 
the displayed caring (empathy) or respect to customer may balance the negative effect of 
incompetent performance. Therefore, perceived attitude is a spirit of overt behaviour 
and this is an essential part of staff performance. 
4.5.1.3 Output Quality 
Lehtinen and Lehtinen (1991) state that the output quality is concerned with the 
evaluation of entire service production process. This can be divided into two categories; 
tangibles and intangibles, but it is very intangible for tourism product. After the service 
delivery process is completed the customer arrives at a global decision in establishing this 
dimension 
"In tourism output is often a feeling or an experience and can thus be judged only 
by the customer....... The output of any service production process is being 
created during the whole transaction". (Lehtinen and Lehtinen, 1991, p. 293) 
A similar concept is also recognised by Bitner et. al., (1990, p. 79) and called gestalt 
evaluation in classification of critical incidents corresponding to positive and negative 
service encounter. 
"customers are sometimes unable to attribute sat/dissatisfaction to any single 
feature of the service encounter. Instead service encounter is evaluated 
holistically either everything `went right' or `everything went wrong'. 
They state that "the number of incidents which cannot be categorised in other incident 
group, but stands on its own. This may consist of a series of employee behaviour or 
encounters and involve a global evaluation; e. g., a satisfactory incident in this group is a 
combination of the following phrases or words: "accommodating", "polite but not 
pushing", "warm atmosphere", "everything was perfect", whereas reported 
dissatisfactory incidents include the following types of behaviour: "inefficient", 
"unprepared", "slow", "no assistance". 
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Gronroos's (1984) definition of the "technical quality" is very similar to "output quality" 
and this is concerned with what the customer actually receives from service transaction 
(outcome) or, conversely what the service provider delivers. His definition is rather goal 
fulfilment oriented. A customer may arrive at the conclusion as a result of a global 
evaluation of his interaction with service organisation. For example, Richard, Sundaram 
and Allaway (1994) define outcome quality in terms of overall product taste, ingredients, 
and freshness in the context of pizza delivery services. 
In the light of the above definitions, output quality is the customer evaluation of entire 
service processes or a residual image in response to his entire service experience in a 
hotel. Output quality should also be concerned with the degree of goal fulfilment which 
may be related with what customers actually get from the hotel services. 
4.5.1.4 Accessibility 
The majority of service quality researchers define this concept as "easy to reach", 
"approachability" or "easy of contact" (Parasuraman et. al., 1985; Gronroos, 1988; 
Johnston, 1995). Although these definitions provide some insight into the dimension of 
accessibility, they are vague and limited in terms of providing a deep understanding of 
the concept. Penchasky and Thomas's (1981) study offers a comprehensive explanation 
for accessibility where the concept is divided into five dimensions: "availability", 
"accessibility", "accommodation", "affordability" and "acceptability". In order to adapt 
this definition and also by considering other researchers' contribution, accessibility should 
be the degree of fit with customer needs and what the hotel service operation system 
offers. This is concerned with the convenience of location (is the location accessible? ), 
availability of services in terms of type and quantity (are they sufficient? ), convenience of 
services (are the hours of operation appropriate? ), affordability of services (is the price 
affordable? ), and acceptability of services (are the available services match with the hotel 
image? ). 
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4.5.1.5 Timeliness 
In terms of hotel operation timelines may contain several characteristics. However, the 
waiting experience (before, during and after a service transaction) is one of the dominant 
factor of timeliness (Taylor, 1994; Dawes and Rowley, 1996). The waiting experience is 
commonly associated with delay and it is assumed that a delay affects consumers' 
evaluation of punctuality and promptness (Parasuraman et. al., 1985). 
Dawes and Rowley (1996) argue that customer satisfaction with respect to waiting is 
dependent on many factors including; customer's prior experience, the number of 
customers in the service facility (busy-quiet), criticality of time to the customers (urgent - 
not urgent). Taylor (1994, p. 57) categorise pre-process waits into three general types: 
pre-schedule waits, delays and queue-waits. Schwartz (1978) further dichotomise 
waiting queues into "active" (waiting a short time) or "passive" (waiting a long time) 
categories. 
Armistead and Wamprach (1988, p. 261) offer an operation management-oriented 
definition. Therefore, the framework of time should provide answers to the following 
questions; When can a customer get the service? How long does the service take?, How 
dependable is the timing? 
The operational parameters which affect the answers may include the availability of a 
service or a package of service at the time needed, the responsiveness of service 
organisation to demand, the waiting queue, the time duration of production and delivery 
process and the dependability/repeatability of the time framework. 
4.5.1.6 Reliability 
According to Gronroos (1988), reliability is a function of trustworthiness. His definition 
suggests that keeping promises and performing services with the best interest at heart 
can form reliability. Parasuraman et. al., (1985) note that reliability is the consistency of 
service performance and the dependability of service organisation. Both definitions 
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suggest that accurate transactions, keeping promises and consistent performance may 
establish reliability. Customers evaluate reliability of services by comparing what is 
promised and what is delivered. Gronroos (1988) calls the latter situation the moment of 
truth. Bitner (1995) argues that reliability is a function of the previous experiences and 
ability of delivering promises. 
In an attempt to establish a relationship between the two definitions by also considering 
the hotel product characteristic, reliability should include credibility, consistency of 
performance and dependability to the organisation where customers trust and believe the 
service provider's honesty. Customers should also believe that the failing risk of service 
is minimal and therefore, no negative surprises will take place. Even if anything goes 
wrong, compensation is assured with the best interests at heart. Consequently, reliability 
means `a home type' atmosphere is created in a hotel. 
Having attempted to establish the relationship between risk and reliability, it should be 
noted that perception of service risk has not been well investigated, but refers to four 
factors: financial loss, time loss, physical loss and psychological loss (Mitchel and 
Greatorex, 1993, Shiffman and Kanuk, 1978; Roehl and Fesenmaier, 1992). In order to 
outline the relationship between these two concepts in a hotel situation, reliability should 
largely be associated with financial risk and psychological risk. On the other hand, the 
physical risk (security or safety) may be concerned with the physical quality and the time 
risk may be associated with timeliness in the hotel environment. 
4.6 CONCLUSION 
Behavioural studies in the hospitality industry are largely focused on the consumer's pre- 
purchase evaluation and hotel selection. The extant research is not only limited to 
evaluation on service quality, but the existing studies focus on the use of quantitative 
outcomes for managerial purposes. While this is a perfectly legitimate approach, the 
majority of these studies ignore the behavioural aspect of service quality and the 
reliability and validity issues 
in measurement. Therefore, the conclusions derived from 
124 
Y. Ekinci Chapter 4: Literature Review 
these studies may be flawed. In other words, the basic rule was broken: "management 
should rely on accurate information" 
From the empirical studies conducted in hotels and the content analysis studies in 
general, it has been shown that some of the service quality dimensions are highly 
correlated and this threatens the construct validity of scales. Therefore, Lehtinen et. al. 's 
(1996) theoretical combination of dimensions was considered as a basic framework in 
drawing a broad picture of models. Six general service quality dimensions, physical 
quality, staff behaviour and attitude, output quality, accessibility, timeliness were 
selected from this framework by cross referencing the studies conducted in hotels. At 
this stage, it is proposed that these dimensions are a good indicator of service quality for 
evaluation of hotels. 
The content of dimensions was further explored through the literature survey. physical 
quality refers to the physical environment (layout), appearance of consumed product 
(food) and equipment (service tools). $ aff behaviour and attitude is associated with the 
competence and empathy of employee. Output quality is related to what customers get 
from the service as a result of an overall evaluation. Accessibility consists of 
convenience of location, availability of services, convenience services, affordability of 
services, acceptability of services. /Timeliness mainly addressees the waiting issues and 
the flow of service delivery process in operation. Reliability is concerned with 
trustworthiness, consistency, credibility and recovery procedure if anything goes wrong. 
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METHODOLOGY I; AN ASSESSMENT OF THE SERVQUAL AND 
THE LODGSERV SCALES FOR THE EVALUATION OF HOTELS: 
CRITIQUE AND PRELIMINARY STUDY 
5.1 INTRODUCTION 
Since quality has became a critical issue among the manufacturing and service industries, 
it has received a great amount of interest from practitioners and academics. However, 
only a handful of researchers have focused on service quality measurement (Gronroos, 
1984; Parasuraman, Zeithaml, and Berry, 1985; Armistead and Wampach, 1988, - 
Haywood-Farmer, 1988; Bolton and Drew, 1991; Lehtinen and Lehtinen, 1991). Most 
of these researchers also suggest that service quality should be measured as meeting, or 
exceeding expectation as a result of a comparison between the expectation and perceived 
performance. 
The North American School of Thought has made an important contribution to service 
quality measurement by a well-known model: SERVQUAL. This instrument has been 
developed as a result of substantial qualitative research across the multiple service 
industries; retail banking, credit card, security brokerage and product repair and 
maintenance (Parasuraman et. al., 1985). According to this model, service quality is a 
ga between the customer's expectation and perception (gap theory) and therefore, 
Y. Ekinci Chapter 5: Methodology I 
service quality should be measured by subtracting performance measure (P) from 
expectation measure (E). The greater the positive gap score (P>E) the better the service 
quality or vice versa 
In Chapter 3, it was shown that SERVQUAL has received a great deal of interest, since 
it is claimed that the model's five dimensions (tangibles, reliability, responsiveness, 
assurance, empathy) are generic valid and reliable regardless of the unique characteristics 
of service organisation (Parasuraman, Zeithaml and Berry, 1988). However, the 
application of the SERVQUAL scale, as well as the SERVQUAL model has also 
generated a great amount of criticism and there is some concern over the nature of the 
SERVQUAL scale (Buttle, 1996; Smith, 1995). The criticisms are mainly discussed in 
two broad categories: conceptual issues and empirical issues. 
The conceptual issues question the usefulness of gap methodology in measurement. This 
involves the application of expectation as a comparison standard in assessing service 
quality. Teas (1993) argues that the concept of expectation has not been articulated 
clearly in the SERVQUAL scale and therefore, it is interpreted differently by the 
respondents. Johston (1987) emphasises that customers' expectations are dynamic and 
they change before, during or even after the visit period. Therefore, it is not only 
difficult to measure expectations but also to find the right time. 
Boulding, Karla, Stealin and Zeithaml (1993) suggest that performance is the direct 
variable affecting service quality instead of expectation. They further argue that 
expectation is a mediator variable that influences the perception of performance. 
Another finding of their study indicates that consumers employ two types of expectations 
as a comparison standard rather than a single one. This makes measurement more 
complicated, and the right type of expectation is difficult to assess. 
The empirical studies report psychometric problems in measurement when the gap 
methodology is employed (Wall and Payne, 1973; Peter, Gilbert and Brown, 1993). 
Similarly, the SERVQUAL scale assessment studies indicate that measurement of service 
quality is more reliable and valid, if the scale's perception part is used alone (Cronin and 
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Taylor, 1992; 1994; Brown, Gilbert and Peter, 1993; Smith, 1995). Crompton and Love 
(1995) demonstrate that the performance only measurement is better among the other 
alternatives including the gap measure. 
Whilst the empirical findings reinforce the performance only measurement, some studies 
question the generic structure of SERVQUAL dimensions in application of a specific 
service category (see Chapter 3 and 4). This finding is not only reported by the original 
SERVQUAL scale users in; health care services (Smith, 1995), hospital services 
(Babakus and Mongold, 1992), multiple service industries: extermination, dry cleaning, 
fast food and banking (Cronin and Taylor, 1992), retail services (Finn and Lamb, 1991), 
in restaurant services (Bojenic and Rosen, 1994) but also by other researchers who 
applied the SERVQUAL model to a content specific scale (Johns and Tyas, 1996; 
Carmen, 1990). The same results were also obtained when the SERVQUAL authors' 
attempted to improve their scale. The instrument failed to confirm its five dimensions 
(Parasuraman et. al., 1988; Parasuraman et. al., 1991; Parasuraman et. al., 1994). Saleh 
and Rayan's (1991) study was one of the SERVQUAL model applications (using the gap 
methodology with a content specific scale) that failed to replicate the five dimensions in 
hotels. 
The majority of these studies further suggest that the SERVQUAL model may be 
valuable in an application of multiple service organisations, but a content specific scale 
should be used for a particular service environment (Finn and Lamb, 1991; Smith, 1995). 
In response to this, the service expectations index (SEI) called LODGSERV was 
generated by adapting the methodology of SERVQUAL. Their original objective was to 
measure the customer's expectations of service quality in the lodging industry on the 
basis of the five dimensions (Knutson, Stevens, Wullaert, Patton and Yokoyoma, 1990) 
Initially a36 item-questionnaire was developed on a Likert scale format. Exploratory 
factor analysis was conducted in order to verify the validity of instrument. As a result of 
this procedure 10 factors were produced. However, these were different from the 
SERVQUAL dimensions. Then, each dimension was considered as unidimensional and 
tested independently in order to confirm the SERVQUAL factors (Knutson et. al., 
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1990). This methodology suggested deletion of some statements and the instrument was 
reduced to 26 items which is claimed to measure the five SERVQUAL dimensions. 
The LODGSERV scale was tested to measure customers' expectations of service quality 
in the three hotel category segmented by price: economy, mid-price and luxury hotels. 
The study indicated that the scale was a reliable (Cronbach's Alpha = . 
92) and a content 
valid instrument. The LODGSERV was further translated into the other languages and 
pilot-tested in five cultures including British nationals. Finally, the instrument was 
reported to retain its reliability and validity, but one of the empathy item "no red tape" 
was deleted from the scale in order to improve its reliability (Patton, Stevens and 
Knutson, 1994). Although the LODGSERV scale is designed to measure service 
expectation, Knutson et. al., (1992, p. 41) state that management should assess 
perception of service quality with the same scale. 
The conclusion derived from the review of SERVQUAL studies suggests that 
measurement of service quality should use performance only measurement and that a 
more customised scale should perform better than a general scale. In order to clarify the 
debate in the literature in response to the continued inconsistency of SERVQUAL, this 
study led to investigate its performance through this pilot study. 
5.2 RESEARCH OBJECTIVES 
The main objective of the research is to assess the usefulness and the adaptability of the 
SERVQUAL scale for measuring hotel service quality. The instrument is to be tested on 
resort hotel category in the British holiday market. The following propositions are 
developed to achieve this objective. 
Proposition 1: The SERVQUAL scale is a reliable instrument when performance only 
measurement is employed. 
Proposition 2: The SERVQUAL scale is a valid instrument. 
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Proposition 3: The five SERVQUAL dimensions, tangible, assurance, reliability, 
responsiveness, empathy are generic for the evaluation of hotel service quality. 
The second objective of the study is to investigate and compare the performance of the 
LODGSERV scale against the SERVQUAL scale so that its content is claimed to 
specific to hotel environment. Proposition 4 deals with this issue. 
Proposition 4: As the content of the LOGDSERV scale is specific to hotel environment, 
its reliability and validity is better than the SERVQUAL scale. 
5.3 RESEARCH METHODOLOGY 
The study adopted the second version of SERVQUAL scale for the following reasons. 
Firstly, this instrument has been tested in different service industries and therefore, it 
would be a good opportunity to compare the results to the previous studies. Secondly, 
the LODGSERV scale is based on the second version of the SERVQUAL scale format 
and therefore, this permits a direct comparison. Finally, the last version of SERVQUAL 
scale is reported to contain some methodological problems (Liljander, 1994; 
Parasuraman et. al., 1994; Oliver, 1993). 
The seven-point Likert scale format as suggested by Parasuraman et. al., (1988; 1991) is 
used to assess service quality. In addition, the methodology of previous SERVQUAL 
studies are adopted for designing the questionnaire (Cronin and Taylor, 1992; Smith, 
1996; Parasuraman et. al., 1998) 
Since the SERVQUAL scale is the main instrument to be tested, it is necessary to use the 
original 22 items as much as possible. Then, ten of the LODGSERV statements, which 
were identical to the SERVQUAL items, were eliminated in order to reduce the length of 
instrument and also possible stress and boredom. Another reason for doing this was to 
avoid conducting two separate applications. This process reduced the final 
questionnaire from 47 items (22 SERVQUAL items + 25 LODGSERV items) to 38 
items in a single form. Thus, the SERVQUAL scale is represented by the first 
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randomly distributed 22 items while the LODGSERV is represented by randomly 
distributed 16 items in addition to 9 items shared with the SERVQUAL (see 
Appendix B. 1; B. 2). 
In order to improve the face validity of the scale, the 38 items are slightly modified in the 
light of academics' opinion working in this field. Firstly, the tense of the scale is changed 
from present simple to past simple to make the items more comprehensible so that 
performance only measurement is employed. Secondly, the content of three 
SERVQUAL items and one LODGSERV item are altered in order to enhance their 
meaning. 
The reliability item of SERVQUAL, XYZ insists on error free record was 
changed to `The hotel paperwork was accurate'. 
The tangible item of SERVQUAL, XYZ's physical facilities are visually 
appealing was modified to `The hotel's facilities were visually appealing'. 
The responsiveness item of SERVQUAL, Employees of XYZ tell you exactly 
when services will be performed was changed to `Employees of the hotel told you 
exactly when services were available'. 
The responsiveness item of LODGSERV The hotel has personnel shift to help 
where lines occur was changed to `The hotel responded to queues by putting in more 
staff . 
The content validity of the instrument is not verified before the application in order to 
maintain the instruments' originality as much as possible. Instead, this was checked with 
respondents after they completed the questionnaire. 
To assess concurrent validity, the question of `overall service quality' is included in the 
questionnaire. Furthermore, the predictive validity of the instrument is assessed by two 
questions: `will you return' and `will you recommend'. The question of `overall 
satisfaction' is also added to check whether the scales measure satisfaction or service 
quality. Finally, the questionnaire contains demographic variables age, gender and the 
frequency of visit. 
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As a general rule for the sample size of a pilot study is suggested to be three or four 
times as many subjects as per variables or at least 100 respondents (Hammond, 1995; 
Kline, 1994). Therefore, at least 100 holidaymakers are expected to respond to this 
survey. 
5.4 ANALYSIS OF THE DATA 
The field study was conducted in 1996 in two resort areas in Turkey: Kusadasi and 
Marmaris. Two local travel agencies were asked to help in the administration of 
questionnaires. The randomly selected holidaymakers completed the questionnaire as 
they were leaving the resort to return to the airport. 
At the end of the survey a total of 115 questionnaires were collected, but 3 of them were 
redundant due to large number of missing data. The demographic characteristics of 
sample are: 49.1% female, 50.9% male. The age distribution is 16 to 24 - 10.7%, 25 to 
34 - 25%, 35 to 44 - 17.8%, 45 to 54 - 17.8%, 55 to 64 19.6%, 64 and over 0.03%. 
Ninety six percent of the holidaymakers had visited the hotel for the first time and the 
sample contained only British nationals. 
5.4.1. Findings With The SERVQUAL scale 
Two types of analytical process are employed on the collected data. The first procedure 
is to assess the reliability of a scale in consistent with propositions 1,2,4. The further 
analyses are concerned with the validity of scale. These are presented in an order of the 
sequence of propositions. 
(i) Proposition 1: Reliability of The SERVQUAL Scale 
The first step in analysis of the scale is to compute the reliability of the scale and to 
compare that to the literature of service quality studies. Reliability is defined as "the 
degree of errorless measure" which means that the tester is correct in collection of items 
to interpretable statements (Peter, 1979). By the same token, a high reliability score 
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represents the instrument's internal consistency and true measure. Churchill (1979, p. 69) 
suggests that "coefficient alpha absolutely should be the first measure to assess the 
reliability of the scale". Table 5.1. shows the reliability coefficients, inter-item 
correlation and mean scores of the five SERVQUAL dimensions. 
Table 5.1. Reliability Analysis and Descriptive Results On SERVQUAL (n=112) 
Item 
No 
Dimension Coefficient 
Alpha (a) 
Item-to-Total 
Correlation 
Scale 
Mean 
1 Tangible 
. 
77 
. 
52 5.15 
2 
. 
53 
3 
. 
54 
4 
. 
67 
5 Reliability 
. 
85 
. 
75 5.48 
6 
. 
55 
7 
. 
78 
8 
. 
70 
9 
. 
64 
10 Assurance 
. 
72 
. 
60 5.76 
11 
. 
42 
12 
. 
82 
13 . 
76 
14 Responsiveness . 
85 
. 
66 5.89 
15 . 
79 
16 . 
82 
17 . 
72 
18 Empathy . 
84 
. 
63 5.53 
19 . 
57 
20 . 
50 
21 . 
72 
22 . 
69 
According to Table 5.1., the total scale reliability of SERVQUAL is high (. 94). This 
means that the sample of items is coherent in capturing the measured construct. The 
item-to-total correlation ranged from . 42 to . 82. This 
indicates that the relationship of 
items is consistent in representing the measured construct. The reliability score of each 
sub-scale was also computed to confirm the scale internal consistency of the scale. The 
coefficient alpha scores indicate that each scale is reliable (. 72 to . 
85). However, the 
reliability score of assurance and tangible scales are lower than the suggested criteria (r <_ 
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80) for a mature scale whereas the other reliability scores are satisfactory (Nunnally, 
1967). 
There is no significant difference in response to the comparison of present study findings 
with the previous studies, which employed the gap scoring. The total scale reliability of 
present study is better than the other studies reported earlier whereas the reliability of the 
sub-scales are similar. (Babakus and Boller, 1992; Cronin and Taylor, 1992; Headley and 
Miller, 1993; Parasuraman et. al., 1991; Lam, 1995). 
(ii) Proposition 2: Validity of The SERVQUAL Scale 
From a broader perspective, the validity of a scale is concerned with whether it is a 
useful instrument in measuring a particular concept. This procedure also contains 
different types of validity criteria in the literature including, criterion validity, construct 
validity (Kaplan and Sacuzzo, 1989). Criterion validity consists of concurrent validity 
and predictive validity. Tull and Hawkins (1993, p. 318) distinguish between these in the 
following statement: 
"Concurrent validity is the extent to which one measure of variables can be used 
to estimate an individual's current score on a different measure of the same or, a 
closely related variable" 
"Predictive validity is the extent to which an individual's future level on some 
variable can be predicted by his performance on a current measurement. " 
In the original SERVQUAL studies two types of validity were reported in response to 
the criterion validity. The major concern was to establish a relationship between the 
level of service quality measured by the 22 items and other variables. The global 
measure of service quality assessed by a single scale, and the behavioural intention 
measures measured by two scales: `intention to return' and `intention to recommend'. 
By following the same line, the correlation between the SERVQUAL scale and these 
scales is investigated. The regression analysis indicates that the SERVQUAL scale 
contains a high degree of concurrent and predictive validity as the correlation between 
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this instrument and the above scales are significant (Appendix B. 4: overall quality r= 
81, intention to return r= . 
80, intention to recommend r =. 77). 
The 22 item scale correlates with the overall satisfaction scale (r =. 81) at the same time. 
This finding indicates that the scale is not able to distinguish service quality from 
customer satisfaction. Although this finding supports Cronin and Taylor's (1992) 
criticism to the discriminant validity of SERVQUAL, other scholars accept this as a 
continuing debate. However, the descriptive statistics demonstrate that . 
96% of the 
respondents visited the hotel for the first time and therefore, these two constructs may 
have been perceived as identical (Bitner and Hubbert, 1994). 
Construct validity consists of convergent validity and discriminant validity (Tull and 
Hawkins, 1993). The assessment of convergent validity has been interpreted differently 
by scholars (Bagozzi, 1981; Churchill, 1979; Cronbach, 1990; Kaplan and Saccuzzo, 
1989) According to Parasuraman et. al. 's (1991) definition, convergent validity is 
whether the scale items load on the same factor which they are supposed to. Hence, the 
factor structure of the SERVQUAL scale is checked by factor analysis, but the findings 
are discussed in the next section (proposition 3: the dimension of SERVQUAL). 
Babakus and Boller (1992) argue that convergent validity can be assessed on the basis of 
items' uniform correlation of the representing factor. This guideline suggests that the 
items of the scale should highly correlate within themselves, but less correlate with the 
other scale items. In order to meet this criterion, the correlation matrix of the 
SERVQUAL is produced and presented in Table 5.2. 
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According to Babakus and Boller's (1992) guideline, the convergent validity of the 
SERVQUAL scale is problematic due to the fact that the scale items highly correlate 
with other scale items. 
(iii) Proposition 3: The SERVQUAL Dimensional Structure 
To examine the factor structure of the SERVQUAL scale, an exploratory factor analysis 
is employed. In order to eliminate a potential method difference the same factor rotation 
used by Parasuraman et. al., (1988; 1991) is preferred. Table 5.3. shows the principal 
axis factor analysis with oblique rotation. 
Table 5.3. The Factor Analysis of the SERVQUAL Scale, Oblique Rotation, (n=112) 
Item Dimension Factor Loading 
No Factor 1 Factor 2 Factor 3 Factor 4 
1 Tangibles 67 - 36 - 
2 - - - 71 
3 83 - - - 
4 67 - - - 
5 Reliability - 67 - - 
6 - 39 - - 
7 39 - - - 
8 - 45 -44 - 
9 39 44 - 65 
10 Assurance - - - 65 
11 - - - 54 
12 36 - - - 
13 - 41 -57 - 
14 Responsiveness - - - 75 
15 - - - 50 
16 - - -38 - 
17 36 - -55 - 
18 Empathy - - - 66 
19 - - -54 45 
20 - - -59 - 
21 - 38 - 39 
22 - 56 - - 
Explained variance % 46.9 6.9 4.8 2.9 
Numbers are magnitudes of the factor loading multiplied by 100. Variance extracted by the four factors 
is 61.6%. Item loading less than. 35 were omitted. 
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As can be seen from Table 5.3., the analysis extracted four factors and the explained 
percentage of variance (61.6%) was sufficient. Although the other factor rotations were 
employed, the analysis continuously produced four-factor solution similar to Table 5.3. 
(see also Appendix B. 3. the `scree plot' of the SERVQUAL scale). In addition, the 
other factor structures were not interpretable for a possible adoption. 
This finding indicates that the convergent validity of the scale is poor due to the fact that 
the items load in more than one factor at the same time. It should be remembered that 
this criterion has never been achieved neither by Parasuraman et. al. (1988; 1991; 1994) 
nor by the majority of the researchers who used SERVQUAL (Finn and Lamb, 1991; 
Babakus and Boller, 1992; Cronin and Taylor, 1992; Headley and Miller, 1993; Lam, 
1995; Smith, 1995). In order to search an alternative factor structure, the SERVQUAL 
correlation matrix (see Table 5.2. ) is re-examined (Bagozzi, 1981; Babakus and Boller, 
1992). However, no meaningful structure is possible as all the items correlate highly 
between themselves. Therefore, the construct validity of scale is found to be dubious. 
(see Table 5.2. ). 
This analysis indicates that the five dimensions of SERVQUAL can not be replicated in 
this specific application. Consequently, the scale should be treated as one composite set 
of measure which is similar to the SERVQUAL studies in the literature (Carmen, 1990; 
Saleh and Ryan, 1991; Babakus and Boller, 1992; Finn and Lamb, 1991; Cronin and 
Taylor, 1992; Boumen and Van der Wiele, 1992; Headley and Miller, 1993; Lamb, 1995; 
Smith, 1995; Jones and Tyas, 1996). In fact, the scale development studies in the 
lodging industry highlights the fact that the dimensions of service quality are different 
from the SERVQUAL model (Oberoi, 1989; Lewis, 1984). 
5.4.2 Findings With The LODGSERV Scale 
(i) Proposition 4: Reliability and Validity of The LODGSERV Scale 
In order to determine the internal consistency and the total scale reliability, the 
coefficient alpha is computed the LODGSERV scale. At the initial stage one of the 
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assurance item, `The hotel has personnel who seem well trained competent and 
experienced displayed low (r < . 35) 
item-to-total correlation. Therefore, this item was 
removed from the scale in order to increase the reliability of the instrument (Knutson et. 
al., 1994, Parasuraman et. al., 1988). Hence, this improved the reliability of assurance 
scale from . 49 to . 68 as well as the total scale reliability of LODSERV from . 92 to . 94. 
Table 5.4. indicates the reliability and mean score of the LODGSERV scale. 
Table 5.4. The Mean and the Reliability Scores of the LODGSERV Scale (n = 91) 
Item 
No 
Dimension Coefficient 
Alpha (a) 
Item-to-Total 
Correlation 
Scale 
Mean 
1 Tangible (n = 110 . 
82 
. 
51 5.07 
2 
. 
46 
3 
. 
57 
4 
. 
61 
5 
. 
73 
6 
. 
64 
7 Reliability (n = 108) . 
84 
. 
66 5.04 
8 
. 
69 
9 
. 
68 
10 
. 
85 
11 Assurance n= 108) . 
68 
. 
39 5.38 
12 
. 
68 
13 
. 
59 
14 
. 
68 
15 Responsiveness n= 107) . 
72 
. 
77 5.13 
16 . 
69 
17 . 
64 
18 Empathy n= 95 . 
85 
. 
56 4.55 
19 . 
64 
20 . 
52 
21 . 
70 
22 . 
62 
23 . 
66 
24 . 
73 
As can be seen from Table 5.4., the reliability of sub-scales ranged from . 68 to . 85. 
These scores are lower than Patton et. al. 's (1994) study conducted in UK in which the 
total scale reliability of the scale was . 95 and the reliability of the five sub-scales for 
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tangibles, reliability, assurance, responsiveness, and empathy were . 
88 
, . 
87, 
. 
90, 
. 
88, 
. 91 respectively. 
However, the difference of the total scale reliability obtained in this 
study and the previous studies cannot be accepted as significant. The difference of 
reliability scores in response to the sub-scales may be accounted due to using the 
SERVQUAL items. 
In response to the comparison of the two instruments, the analysis indicates that there is 
no significant superiority on the reliability of the two scales apart from the SERVQUAL 
`responsiveness' dimension which is significantly better than the LODGSERV. On the 
contrary, the total scale reliability of LODGSERV is slightly better than the SERVQUAL 
scale. However, if the LODGSERV scale is considered as a developing scale rather than 
an established one, its reliability is sufficient (Nunnally, 1967). 
In response to the validity of LODGSERV, the association between this scale and other 
measures are investigated. The concurrent validity of scale (r= 87) and predictive 
validity of scale (intention to return r= . 
81, intention to recommend r= 82) significantly 
high similar to SERVQUAL (see Appendix B. 5. ). 
(ii) The Factor Structure of the LOGDSERV Scale 
The dimensional structure of the LODGSERV scale is also examined. The principal 
component factor analysis with Varimax rotation explained the highest cumulative 
percentage (66%) by providing the four-factor solution. The other factor analysis 
methods with different rotation techniques did not improve the result 
the factor structure of the LODGSERV scale. 
Table 5.5. shows 
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Table 5.5. The Factor Structure of the LODGSERV scale, Varimax Rotation. 
Item Dimension Factor Loading 
No Factor 1 Factor 2 Factor 3 Factor 4 
1 Tangibles - - 75 - 
2 - - - 60 
3 - - 77 - 
4 36 70 - - 
5 - 49 58 - 
6 37 - 69 - 
7 Reliability 65 - 49 - 
8 37 49 47 - 
9 - 71 49 - 
10 64 39 49 - 
11 Assurance - - - 75 
12 51 - 54 - 
13 - 72 - - 
14 74 - - - 
15 Responsiveness 65 47 
16 73 - - - 
17 - 45 - - 
18 Empathy 60 - - 45 
19 55 - - 43 
20 - 73 - - 
21 63 - - - 
22 - 68 - - 
23 65 40 - - 
24 81 
- - - - - Explained variance % 46.6 
ý 8.4 6.6 4.8 
. Numbers are magnitudes of the 
factor loading multiplied by 100. Variance extracted by the four 
Factors is 66.3%. Item loading less than. 35 were omitted. 
As seen in Table 5.5., the factors are not interpretable due to the fact that the items 
loaded more than one factor at the same time similar to the SERVQUAL case. This 
means that items do not measure the nominated construct and therefore, the five 
dimensions are flawed. The LOGDSERV scale is also checked by employing a 
conservative rule for assessing the item-to-total correlation (50>r>70) (Phillips, 
Morrison and Chae, 1990). As a result of this procedure, the reliability of the scale has 
increased marginally, but the results did not improve the factor structure. 
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Further analysis is involved by using only the original LODGSERV items. However, no 
improvement is achieved. The final strategy was to check the correlation matrix of 
LODGSERV for a possible interpretation of the five factors. Table 5.6. shows the 
correlation matrix of the LODGSERV scale. 
150 
ý14 
a) 
Cd 
U 
C/D 
C 
a) 
0 
O 
N C 
0 
N W p ý 
N 
N M 
M 00 
N C: ) 110 
N 
(ON 
O 
N coý 
ö Oý 
M 
O 
m 
M M 
z 
z -- ýO M 
M 
cj 
00 
V1 
0 
a 
00 O W 
M 
N N 
M V1 
000 
V1 
- O C5 "I" v1 
M 
ON 
- 
ýo 
r- 
M 
I'O 
M 
Vl 
't 
N 
ý! 1 
00 
ýO 
M 
. - - 
00 
Ü O C) _ W) I'll 'to W) 
N 
\O - 
ON 
M vii V7 
, I* 
M 
m 
1n 
00 
NO M 
. -r 
C) ON 
ýT 
-, O 
M 
ýO 
vl 
`D 
\D 
of 
W) 
"D 
CIA 0O 
M 
N 
CIA 
G 
v--q N 
M 
X10 
4 
tT 
00 
Z 
p--- 
O 
O 
O 
M 
M 
N 
- 
ýO 
M 
- 
ý7 
ý--i ON r 00 
et 
O 
M 
O 
t- 
V) 
N 
-4 
of 
O 
00 
ýO 
. -i N 
N 
M 1r) 
Ö 
M 
N 
N 
M 
I'D 
O 
M 
"O 
00 
M 
v1 
":: 1- 
M 
\c 
N 
N 
'V 
1n 
N 
C\ 
M 
O 
V-4 
1n 
ýD 
s 
IC 
I'O 
M 
rq 
--i 
Cl 
C) 
O M M 
O 
00 
Cý, 
00 
\D 
O 
kn 
IIi 
N 
v) 
ý, O 
v1 
M 
ýlD 
In 
as 
ON 
N 
[N 
O 
1ý 
W) 
- 
M 
ON 
ItT 
M 
tn 
1I) 
F 
Ö 
N 
-- 
O-, 
N 
O 
N 
M 
00 
O N 
M 
M 
M 
M 
I 
O 
in 
N 
N 
m 
'n 
M 
N 
rn 
V1 
N 
N 
: 1- 
M 
N 
00 
- 
.O 
O 
N 
0 
O 
'-r 
00 
O 
00 
M 00 
00 
O M 
l 
O, A 
' 
v1 
O 
a, --ý '. O C, % 
N 
N O N 
Qý 
O 
0 N N 
ýO 
kf1 
-- 
O 
O 
V7 
00 N 
M 
ýO 
W) 
ýO 
'l7' 
M 
M 
1.0 
V) 
N 
v1 
N 
N 
M 
M 
O 
M 
1n 
N 
'. D 
00 
1n 
-- I'll 
O\ 
--l 
pp 
Cl 
O ýO Oý Oý ýG O 
in 
N 
'i 
O 
M 
ý0 -:: I' 
Oý 
ýt 
M 
'. O 
N 
N 
O., 
M 
00 
en 
V) 
00 
'. O 
'T 
(O\ 
"T 
M 
O 
th 
. 
C7 
. 
N 
r- 
't 
"-- 
'. O 
f) 
M 
- 
t-- 
00 
't 
N 
7-4 
RT 
V7 
'. D 
: 1- 
N 
O 
O, 
d, 
1.0 
O 
t- 
IT 
00 
W) 
N 
O-, 
M 
NT 00 M 
00 
N 
O 
'. O 
"T 
't 
N 
N 
ýT 
tn 
t- 
N 
kq 
H O 
r-+ O, 
k! 1 
v1 
t- 
kf) 
'. p 
O 
V1 
N 
O. ý 
k! ) 
'. O 
N 
. - 
V) 
N 
Iry 
M 
M 
N 
O\ 
M 
If) 
M 
If) 
T N 
W) 
't 
'. O 
O\ 
- 
v1 
N 
M 
r-+ 
vl 
N 
O., 
N 
O 
Oý 
M 
\O 
N -4 v1 
O 
O 0 00 
V1 
. -. 
() 
O 
00 
'. O 
ýD 
- 
00 
ýO 
OO 
O, ý 
--ý V1 
'. O 
- 
V1 
00 
00 
O 
'. O 
V 
N 
O 
t! 1 
M 
'. O 
. 
ON 
N 
M 
O 
O\ 
- 
N 
It 
N 
'. O 
"T 
N 
r) 
\O 
M 
ON 
It 
O 
O 
V1 
O 
O 
Vl 
O, m 
N 
M 
N 
W) 
N 
"D 
N 
M 
V) 
00 
00 
- 
O 
N 
M 
V) 
N 
1n 
00 
- 
't 
vn 
O 
00 
N 
Qh 
as 
'Rä 
't 
M 
O 
Wn 
N 
N 
ON 
It 
M 
'tT 
N 
et 
tn 
O 
I! ) 
V) 
N 
00 
I1' 
M 
O 
C) 00 N 
M 
O, 
l- 
"0 
N 
o0 
v1 
O 
'IT 
If) 
- 
00 
C') 
N 
'. O 
'et 
O 
O 
'. O 
M 
N 
- 
v 
[N 
'R 
t 
4-n 
M 
I) 
N 
N 
ý- 4 
00 
qv 
O 
M 
N 
N 
vl 
M 
O 
N 
N 
v1 
00 
N 
N 
- N 
(F 
M 
N 
M 
. --ý O 
M 
N 
qT 
N 
O 
Cl 
O 
. -- 
W) 
N 
Oý 
'. O 
N 
ýf 
00 
N 
vl 
00 
- 
'RT 
4 
'T 
M 
O 
N 
O\ 
. 
'--+ 
'. O 
. 
er) 
N 
'. d 
N 
00 
(F1 
N 
O 
N 
- 
IT 
N 
C 
of 
O 
N 
'IT 
00 
ON 
N 
v 
O 
IT 
00 
O 
4T 
v1 
'. O 
N 
. -ý O*, 
M 
M 
N 
M 
'. O 
N 
M 
ý 
'--ý 
O '. O 5N 
M 
O 
'. O 
Vl 
N 
O, 
m 
M 
V1 
Vl 
ON 
Q) 
d' 
M 
V1 
M 
M 
V1 
tn 
v 
In 
-- 
--ý 
Cf 
vl 
M 
N 
'n 
W) 
G\ 
M 
M 
'. O 
N 
N 
N 
00 
M 
N 
M 
N 
. - 
V) 
M 
ON 
M 
- 
0 
W) 
M 
kn 
O) 
N 
RI- 4 
N 
''/1 
00 
M 
-+ 
'D 
N 
- 
00 
"--" 
rr NM ke) e t- oo c\ O-NMe vn 1,0 [- oo Cý O-NM- --. d 
I 
- . -4 -.. 4 -.. 1 -.. d r-+ --4 --4 --4 --4 NNNNN 
b 0) 
0 
0 
aA 
0 
cý 
aý 
aý 
cý U 
O 
A 
bA 
O 
cd 
U 
O 
U 
N 
O 
O 
cd 
U 
ýi 
.d 
O 
C 
U 
O 
U 
U 
. S; F-. 
Y. Ekinci Chapter 5: Methodology I 
With reference to Table 5.6., it is evident that the items correlate highly regardless of a 
nominated factorial direction. 
In response to the comparison, no significant superiority is found on the concurrent and 
predictive validity criteria between the two scales. However, the findings seem to 
reinforce propositions 1 and 2, which is related to the reliability and the criterion validity 
of the scales. Although some of the reliability and validity scores of LODGSERV are 
slightly superior to SERVQUAL, these figures are too small to accept as a significant 
finding (proposition 4). Conversely, the reliability of the two SERVQUAL scales, 
assurance and responsiveness, are better than the LODGSERV scales. Therefore, 
proposition 4 can not be accepted. The generic factor structure of SERVQUAL scale 
regarding to performance only measurement failed to emerge not only in the 
SERVQUAL scale but also in LODGSERV (Proposition 3). 
5.4.3 Findings from the Qualitative Analysis: Content Analysis 
In order to assess the content validity, 10 holidaymakers were interviewed and asked to 
reveal their opinion about the service quality statements in the questionnaire. In general, 
some of the items were found to be repeated. In particular, the meaning of the following 
statements' sounds similar, despite being written differently: 
Two of the reliability items in the SERVQUAL scale; 
- The hotel provides its services at the time it promises to 
do so. 
- When the hotel promised to do something by a certain time, 
it does so. 
Two of the responsiveness items in the SERVQUAL scale; 
- Employees of the hotel are never too busy to respond to your request. 
- Employees of the hotel are always willing to help you. 
One of the empathy items from the SERVQUAL scale and one of the reliability item 
from the LODGSERV scale; 
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- The hotel has your best interests at heart. 
- The hotel was dependable, consistent, and able to be counted on. 
The correlation between these two items was significantly high (r = . 
67) compared to 
other scale items. In addition to the similar meaning, the respondents mentioned the fact 
that two of the SERVQUAL reliability items shown at the top of the above list, were 
difficult to comprehend. In fact, these items were reported to be problematic in other 
content validity studies (Parasuraman et. al., 1994; Smith, 1995). 
Holiday makers noted that the meaning of the following SERVQUAL items were 
difficult to understand or not clear enough: 
- The hotel has employees who give you personal attention (empathy item). 
- You feel you had a secure deal with the hotel (modified assurance item). 
- The hotel's paperwork is accurate (reliability item). 
- The hotel performs the service right the first time (reliability item). 
In response to LODGSERV, the respondents mentioned that some of the items were 
neither applicable to their case nor related to hotel service quality. In addition some 
respondents did not complete them properly for the same reason. These are: 
Three of the empathy items; 
- The hotel had employees who were sympathetic and reassuring, when 
something went wrong. 
- The hotel eliminates unnecessary bureaucracy to contact a hotel manager or 
supervisor. 
- The hotel has restaurant and room service menus that include healthy and/or 
special diet options. 
Two of the assurance items; 
- The hotel seems to give employees support so that they can do their jobs well. 
- The hotel has personnel who seem well trained, competent and experienced. 
Finally, one of the tangible items; 
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- The hotel serves food and beverages that are consistently high in quality. 
In fact, the `second assurance item' in the above list was eliminated from the scale as a 
result of item analysis, since the item-to-total correlation was lower than the suggested 
cut of value. One pragmatic reason for the low response rate was that the respondents 
may stay on self-catering or they did not use the restaurant. 
Dhir (1987) argues that consumers use different criteria between the selection of service 
organisation and the evaluation of the service organisation. Similarly, Gardial et. al., 
(1994) show that there are important differences between respondent's pre-purchase 
thoughts and post-purchase evaluation. Consequently, these redundant items may be 
useful in assessing the expectation of service quality rather than perception of service 
quality. Alternatively, some of the redundant items may be more appropriate for 
obtaining specific information rather than measuring perception of performance such as 
the last two empathy items and the first assurance items shown in the above redundant 
LODGSERV list. 
Another aspect of the qualitative analysis was to capture different service quality 
attributes, which is not covered by the two scales, but may be useful as an indicator of 
hotel service quality. Hence, an open-ended question, Is there anything you would like 
to add about the hotel service quality? was helpful. In addition, the holidaymakers were 
asked to comment about their hotel experience. The following statements are reported 
as important elements of service quality: `cleanliness of hotel', `location of hotel', 
`friendliness of employee' and `competence of management. In fact, these are often 
quoted as either a generic service quality items or service quality dimension for 
evaluation of hotels in the literature (Lockwood, Gummesson, Hubrecht and Senior, 
1992; Lewis, 1984; Utku, 1991; Moreno-Perez, 1995). 
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5.5 CONCLUSION 
The pilot study was useful in assessing the performance and adaptability of the two 
scales, SERVQUAL and LODGSERV, in assessing hotel service quality. The analysis 
suggests several conclusions and implications for further study. 
One of the central aims of this study was to demonstrate that the SERVQUAL and the 
LODGSERV scales provide similar reliability and validity score on the basis of 
performance only measurement. It is confirmed that both scales maintain their reliability 
as a service quality instrument. However, some of the reliability of SERVQUAL is low 
for a "mature" scale. Moreover, these scores are similar to the previous studies, which 
employed the gap methodology. 
The LODGSERV scale as a service quality instrument is satisfactory on the majority of 
reliability and validity criteria although one of its dimensions, assurance, is not acceptable 
(Nunnally, 1967). However, these findings may be accounted because some of the 
LODSERV items were replaced by the SERVQUAL items. 
With regard to a comparison of the two scales, LODGSERV does not perform better 
than SERVQUAL although it was claimed to be a content specific scale. There is no 
significant superiority between the two scales according to established validity criteria. 
These findings clearly demonstrate that LODGSERV has no advantages over 
SERVQUAL. However, this result needs some caution before attempting to generalise 
because the scale is developed to measure customer expectation of service quality rather 
than perception of performance. Therefore, developing a content specific scale to 
measure perception of performance remains as a challenge. 
Like the SERVQUAL, it was found that the dimensions of the LODGSERV scale cannot 
be replicated. Therefore, the main conclusion is that the five SERVQUAL dimensional 
structures are not generic for evaluation of hotels. This result can be explained in two 
ways. First, holidaymakers may employ a specific dimensions in assessing hotel service 
quality as different from the five SERVQUAL dimension. Second, the dimensional 
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structure varies due to cultural differences as SERVQUAL has been generated and 
tested in the USA. Although the same conclusion may not be valid for LODGSERV, it 
should be noted that Knutson et. al. 's (1992) confirmatory factor approach was not 
strong enough due to the fact they did not employ factor analysis in order to support 
their argument. They reported the correlation and reliability of the scale. However, this 
is far away from establishing the construct validity of the scale (see Chapter 3 for detail). 
However, the scale may confirm the five dimensions, if it is used to measure customer 
expectation of service quality. This proposition also implies that the criteria used to 
assess customer expectation of service quality are different from the perception of 
performance. 
The conclusion derived from the content analysis suggests that the scale items should be 
revised before moving on to the measurement stage. The correlation between the items 
indicates how the discriminant validity of the two instruments and the perception of items 
are biased. This study suggests that managers should develop a content specific scale for 
assessing service quality in a particular hotel segment. 
Although the construct validity of the scales is found to be problematic in this study, the 
SERVQUAL scale is further analysed by using confirmatory factor analysis in order to 
search the magnitude of the five SERVQUAL dimensions. This study did not reveal this 
structure, but it showed that a two factorial solution, tangibles and intangibles was 
appropriate for assessing hotel service quality (Ekinci, Riley and Fife-Schaw, 1998). 
This finding reinforce the Nordic European School of Thought as opposed to the North 
American School of Thought. 
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CHAPTER 6 
METHODOLOGY 11; LITERATURE REVIEW: THE RESEARCH 
DESIGN AND THE THEORY OF THE METHODOLOGY 
6.1. INTRODUCTION 
The conclusion drawn from the literature review and the preliminary study suggest that 
the well known SERVQUAL dimensions display a patchy validity when applied to a 
specific service environment including hotels. Moreover, Chapters 4 and 5 show that the 
service quality dimensions identified in the hotel studies are different from the 
SERVQUAL model. Therefore, the research question, which follows directly, is 
whether or not the generic service quality dimensions offered in the literature are valid 
for the evaluation of hotel services. 
The purpose of this chapter is to twofold: first, the methodology of research including 
research problem, research objectives and research approach are presented. Second, the 
techniques and methods, which are used to address to this research problem, are 
introduced. 
The study involves a scale development procedure and therefore, the theory of scaling 
and the process of scaling are investigated. Two of the scaling techniques which are the 
basis of research methodology namely Q-Sort technique and Guttman scaling are 
explained in detail. A set of applications in response to these techniques is compiled and 
Y. Ekinci Chapter 6: Methodology II 
their value are reported. The contribution of these techniques in the scaling process can 
thus be explained. At the final stage the alternative rating scales employed in 
measurement of service quality are compared and the rationalisation for the selection of 
rating scale is given. 
6.2 THE PHILOSOPHY OF RESEARCH 
According to de Vaus (1991) the aim of a social researcher is to answer two fundamental 
questions from different perspectives: What is going on? and Why is it going on?. The 
former approach attempts to be exploratory whereas the latter is explanatory about the 
social problems. The ideal approach may involve using two types of research 
simultaneously, since each of them produces different types of errors in addressing social 
problems. 
From a theory development point of view, researching a problem and finding an answer 
attempts to understand and explain the social world around us. A two staged cumulative 
process can establish a good explanation: theory building and theory testing. Each stage 
aims to generate an accurate knowledge and formulated in a systematic order. This 
process establishes a well-structured theory. A theory is an essential part of social 
research, because: 
".. theories help to interpret the meaning of observations and patterns, and 
highlights their significance. They help us `realise what one finds'. Further, 
simply to collect a number of facts gives no idea about how they relate to one 
another. Only theories can provide a way of ordering observations and 
producing plausible accounts of how they interrelate" (de Vaus, 1991, p. 22). 
It should be noted that whatever research process has been employed, there is no 
ultimate explanation of the social world. Therefore, social theories should not be judged 
as true or false, but only useful. In general, the greater the theory explains a wide range 
of phenomena accurately and precisely, the more useful it should be considered 
(Singleton, Straits, Straits and McAllister, 1988). 
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6.3 IDENTIFICATION OF RESEARCH PROBLEM 
Empirical studies indicate that, on the one hand, when service quality models were used, 
only some of the anticipated dimensions were found and occasionally subjects merge the 
anticipated dimension into new ones. On the other hand, in studies where bunches of 
service attributes were used instead of nominated dimensions, completely unexpected 
dimensions were identified. To an extent the conceptual and methodological problems 
which infect quality measurement are reflected in the most commonly used instrument 
SERVQUAL which is based on a Likert scaling procedures (Parasuraman, Zeithaml and 
Berry, 1988). 
Yet despite the unreliable results of instruments such as SERVQUAL, the psychological 
literature is clear on the point that there is a antecedent structure to an individual's 
evaluative process (Tajfel, 1978). Therefore, the nature of this study is confirmatory in 
that it attempts to substantiate that evaluative dimensions actually exist and are used to 
judge service quality. Hence, the purpose of the study is not to dispute the existing 
models, with their nominated dimensions, but to attempt to substantiate the content of 
dimensions and assess their usefulness in assessing hotel service quality by using different 
methodologies. To this end, the study works from nominated dimensions back towards 
models, which postulate their relationship. The study approach starts from atomised 
individual dimensions, selected from the literature, and initially makes no assumptions 
about the relationship between them. It is based on a hypothesis testing procedure to 
establish the existence of these selected dimensions in the context of hotel evaluation. 
Consequently, the research problem is formulated as follows: 
Are the generic service quality dimensions, particularly the six nominated 
dimensions, reliable and valid for evaluation of hotels?. The six dimensions are 
phys ical quality, staff behaviour and attitude, output quality, accessibility, timeliness, and 
reliability. 
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6.4 RESEARCH OBJECTIVES 
The measurement of service quality should be the first step before developing marketing 
and management strategies for hotels (Gundersen and Heide and Olsson, 1996). This 
condition must be fulfilled by accurate knowledge generated by a reliable and valid 
instrument and therefore, a comprehensive understanding of the existing phenomenon is 
required from a different perspective. This provides several implications for the research 
objectives and research methodology that the research approach to be determined in 
order to solve the research problem. 
At the outset of this study the objectives were to: 
" understand the concept of service quality and its association with other constructs; 
" elaborate the existing models and scales in assessing service quality; 
" understand the nature of hotel service quality and its association with the general service 
quality models; and 
" assess the usefulness of general service quality scales in a hotel environment (partly 
achieved by the preliminary study). 
Having reviewed the literature on service quality in both marketing and hotel industry, 
along with completing a preliminary study corresponding to existing service quality 
scales (SERVQUAL and LODGESERV), the research objectives have been revised and 
updated to the followings: 
" To validate the existence of six nominated dimensions selected from the well known 
service quality models for the evaluation of hotels. 
" To assess the most appropriate service quality dimensions which are useful to 
measure hotel service quality. This objective serves to develop a scale which can be 
utilised in hotels. 
9 To propose a service quality model for evaluation of hotels. 
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These objectives are to be achieved by a scaling process. The following section outlines 
the research methods and the rationale for the selection of research approach to be 
employed in this study. 
6.5 THE RESEARCH APPROACH 
Gilbert (1992) classifies the knowledge generating process from the two schools of 
thought perspective; humanism and positivism. In its broad sense, humanism aims to 
provide detailed descriptions of situations such as events, people, beliefs, attitudes. On 
the contrary, the purpose of positivism is to maximise the facts with a minimal 
interpretation. These two schools of thought are often practically applied through the 
corresponding methodological paradigm of qualitative and quantitative research 
respectively. 
Qualitative methods imply that the researcher can study the selected topic in depth and 
detail. It usually produces a wealth of detailed information about a much smaller number 
of cases and people. It is intensive (inductive), rather than extensive. The 
generalisability of findings is reduced due to the small sample studied. The research 
instrument is the researcher itself and therefore, the validity of the research is always 
limited to the researcher's ability, competence and rigor doing fieldwork (Patton, 1990). 
Due to the fact that the researcher is a part of the research process in collection and 
processing information, the qualitative studies tend to be biased. The collection of 
qualitative data is often financially expensive, time-consuming and labour intensive, 
producing large volumes of data. 
Quantitative methods permit the researcher to be more independent and objective. A 
conceptual framework is developed prior to data collection and the hypotheses are 
tested. The research is usually deductive. The samples studied are controlled so that 
they are random and representative of the population. Quantitative methodology allows 
extensive data collection, more often through questionnaires (interviews are also 
possible) and the use of descriptive and inferential statistics. It permits relatively rapid 
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and financially economical data collection. Furthermore, the reliability and validity of the 
research instrument is ensured more objectively. 
An artificial debate, seen qualitative and quantitative studies as a fundamental dichotomy 
in social research is sometimes occurs in order to justify research methodology. 
Although differences in these two paradigms cannot be dismissed it does not provide a 
superiority from one to another as they offer different philosophies (Guba and Lincoln, 
1994). Robson (1993, p. 303) argues that the distinction should be regarded primarily as 
technical and `one has to deal with them in rather different ways'. Furthermore, Denzin 
and Lincoln (1994) suggest that the choice of research practice is dependent upon the 
questions asked on the basis of research context. In the case of exploratory studies 
(why? ) the qualitative approach may be more appropriate while in the case of 
confirmatory studies (What? ) intensive quantitative methods may be more suitable. 
Another argument raised by Clark et. al., (1998, p. 39) points out that the use of multi- 
method (triangulation) may be a fruitful approach in order to ensure the validity of 
phenomenon under examination. Essentially triangulation is a term used to describe the 
use of a number of different research methods in addressing the validity of research. 
However, the application of this process may not always be possible due to limited 
factors such as time, money, entry gaining etc.. 
According to Gunn (1987) the scientific approach (objective) is the most reliable and 
valid approach among the other alternatives, "tenacity" (rules of thumb), "authoritarian" 
(stated by an authority), "intuition" (common sense), in theory building and testing due 
to the fact that it is systematic, logical, and supported by an empirical study. Using this 
methodology a critical examination and an investigation is offered to research 
phenomena so that the initial thoughts can be tested against the reality with a minimum 
bias and prejudice. Singleton et. al. (1988) argue that scientific approach depends on 
whether it can be subjected to verifiable observation. The aim of science is to produce 
knowledge, to understand and explain some aspects of the world around us. Therefore, 
scientists can only assume that the world exists if only the knowledge is empirically 
verifiable and this verification should be in order, which can be followed through our 
167 
Y. Ekinci Chapter 6: Methodology II 
senses. Consequently, the aim of research is to discover the `laws' of that order. 
Throughout this process a researcher is guided by three important elements of inquiry in 
disclosing this law: empiricism, objectivity and control. While empiricism involves 
collecting only plausible evidence that can be perceived by our senses directly or 
indirectly, every stage of the process should be free of bias. Despite the fact that certain 
bias is unavoidable, researchers should try to control for bias and reduce measurement 
error as much as possible. 
The research approach for this study is planned to be as scientific as possible in the 
selection of methods and analysis. In particular the reliability and validity of the 
instrument is regarded as a high priority issue. The research methodology is based on a 
confirmatory study due to the fact that available dimensions offered in the previous 
empirical and conceptual models display a mix results in evaluation of hotels. Therefore, 
there is a need for empirical evidences, which provide a proof about the validity of 
dimensions. This argument also implies that this study adopts a positivist approach 
together with the application of multiple methods (tijangulation) in establishing the 
validity of dimensions. 
6.6. RESEARCH DESIGN 
Pizam (1994) notes that research design should be carefully planned through the eight 
step process: 1. formulation of the research problem, 2. review of the related research, 3. 
clarification of concepts, identification of variables and statements of hypothesis, 4. 
selection of research design, 5. selection of data collection techniques, 6. selection of 
subjects, 7. planning of data coding, and 8. planning of data analysis. The purpose of 
research plan is to ensure that the study addresses to the research problem and that 
economic procedure is utilised. In response to his suggestion this research process 
designed for this study is outlined in Figure 6.1. 
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Figure 6.1. The Research Process 
LITERATURE REVIEW on the Measurement of SQ 
PRELIMINARY STUDY 
Testing The SERVQUAL and The LODGSERV Scales 
REFINING THE OBJECTIVES and 
FORMULATING THE RESEARCH PROBLEM 
Are the SQ Dimensions Valid and Reliable? 
SELECTION OF SQ DIMENSIONS TO BE SCALED 
Six Dimensions 
LITERATURE REVIEW on the Research Methodology 
and the SQ Dimension for Evaluation of Hotels 
SCALING PROCESS ; Developing Two Types of Instruments: 
The Likert Scale and The Indirect Rank Scale 
TESTING OF THESE SCALES 
STUDY 1 
The Likert Scale Questionnaire 
36 items 
Application in Resort Hotels 
The British Holidaymakers 
DATA ANALYSIS 
Inernal, External Consistency 
Guttman Methodology 
Chapters 2,3 and 4 
Chapter 5 
Chapter 4 
Chapter 6 
Chapter 7 
STUDY 2 
The Indirect Rank Test Questionnaire 
40 items 
Application in UK Hotels 
Customers and The AA Inspectors 
DATA ANALYSIS 
Guttman Methodology 
COMPARING THE TWO 
STUDIES 
Chapter 8 
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After reviewing the literature on service quality, two prominent service quality scales, 
SERVQUAL and LODGSERV were tested in resort hotels (see Chapter 5). Following 
the findings of this study, the research problem was formulated. Then, the six 
dimensions that were assumed to be valuable for evaluation of hotels were nominated by 
literature review. The validation of these dimensions will be through the scaling process. 
Therefore, the research design is casual, confirmatory and quantitative which is practised 
by the structured questionnaires. 
Two types of scaling procedure are utilised in assessing the reliability and validity of the 
six dimensions. The first procedure uses the Likert scale whereas the second procedure 
uses rank scaling which is unique to this study. As a result of scaling procedure, two 
different structured questionnaires are to be produced and administered in two different 
hotels and customer samples. 
The Likert scale questionnaire is administered to the sample of British nationals staying 
in seaside resort hotels in Turkey. This destination is selected for a number of reasons: 
first, the preliminary study (testing the SERVQUAL and LODGSERV scales) was 
conducted in the resort hotels and therefore, it will be a good opportunity to make a 
comparison between these studies. Second, there is limited research in the evaluation of 
resort hotels. Third, the holiday market is growing and needs more attention (Gilbert, 
1992). Finally, it is more convenient for the researcher to collect data due to familiarity 
of research field. 
The administration of the second questionnaire uses two samples: the main sample and 
the control sample in UK hotels. The main sample intents to capture consumer 
perception of service quality whereas the control sample intends to assess the hotel 
inspectors' perception of service quality. 
Q methodology and descriptive statistics are the main methods for constructing the two 
scales. Following the field survey, the methodology utilises the major bivariate and 
multivariate statistical techniques and Guttman scaling for data analysis. Therefore, the 
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following section introduces the concept of scaling and the techniques to be employed in 
this study. 
6.7 A THEORETICAL APPROACH TO SCALING 
DeVellis (1991) argues that theory in social sciences is different from theory in the 
physical sciences, since some of the variables of interest to social and behavioural 
scientist are not directly observable (attitudes, values, motivation, personality etc. ). In 
such circumstances, a theory plays the role of defining the social construct under 
examination and its relationship with other constructs. If something is to be measured 
statistically, it should be defined. - This process also enhances the conceptual meaning of 
measured construct and its relationship with other variables and constructs. In other 
words the theory is necessary in order to develop a precise research design and a 
powerful methodology. 
Different approaches are offered for the definition of a social construct. The underlying 
theme is that a social construct is a level of abstraction achieved as a result of the 
evaluation process. This process is essential and provides evidence for the validity of 
construct. From the structural equation modelling point of view, Bollen (1989, p. 11) 
defines social construct as a "latent variable". Torgerson (1958, pp. 9-11) calls it a 
system, which consists of many objects, or things of ordinary experience, for example: 
attitude, social class, power, and intelligence. Every system has its own characteristics 
and these are represented by some symbols or key indicators which are termed 
properties, such as; weight, length, colour etc. 
According to Dunn-Rankin (1983, p. 3) scaling consists of ordering things in some 
meaningful way. A complementary approach offered by Trochim (1996) emphasises that 
a set of rule is always required in judging the usefulness of a scale. He notes that scaling 
is the assignment of objects to numbers according to a rule. In terms of scaling process, 
it is the properties, which can be observable and measurable directly rather than the 
system. 
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In its emergence, a measurement scale is a set of rules established by a collection of 
obserable variables representing the existence of a construct. The concept of existence is 
mainly based on our theoretical understanding of the world. From a scaling point of 
view, proof of existence for a construct is established through the process of abstraction 
via the observed variables. Therefore, not all collections of observed variables constitute 
a scale. This depends not only upon the representative power of observed variables, but 
also a universally acceptable set of rule, which can be verified by the test sample. 
6.7.1 The Process of Constructing Scale 
According to Hinkin et. al., (1997) there is no well-established framework and guidelines 
for outlining the scale development process. A clear consensus in the literature suggests 
that -developing a scale has never been an easy task. Constructing a scale involves a long 
process, which consists of a series of stages. Each stage is cumulative and must be 
planned and managed carefully. Two studies offered by both DeVellis (1991) and 
Churchill (1979) were found to be fruitful and complementary in establishing a scale. 
This procedure consists of eight steps; 
Step 1. Determine What to Measure: The first step in scale development involves 
specifying the domain of the content, which is intended to be measured (Clark et. al., 
1998). Schweb (1980) notes that this is an important part of construct validation as the 
majority of studies have reported failing results at the final construct validation stage 
mainly due to inadequate content definition. 
The literature review is perhaps the most convenient and efficient way for defining a 
social construct and establishing its theoretical validity. However, construct definition is 
an ongoing process. In the later stages this involves collection of available conceptual 
and empirical evidence. No matter what the level of available evidence is, a reasonable 
definition must be provided so that it can be moved onto the statistical measurement 
stage. Another crucial aspect of construct definition is that, it is used as a guideline for 
selection of observed variables (or scale items). 
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Step 2. Item Generation: Different sources of reference are suggested for item- 
generation. According to Churchill (1979), the commonly used sources are; existing 
literature, consumer reports, critical incidents and focus groups 
Burisch (1984) notes that scale items can be generated by employing one of the three 
alternatives: "the external approach", "the inductive approach", and "the deductive 
approach". The external approach involves testing of a pool of nominated items by an 
empirical study until finding a certain degree of agreement between them. The inductive 
approach claims that although every human being is different to a certain degree there is 
an underlying structure (a universally accepted law) in perception of world. Therefore, 
items are generated by exploratory studies in accordance with this structure. Hinkin et. 
al., (1997) argue that inductive approach may be more appropriate when searching an 
unfamiliar phenomenon where the theory is limited or virtually exist. The deductive 
approach suggests using one's own common sense, intuition and logic to write items that 
fit a construct definition. Burisch (1984) also notes that the combination of three 
approaches, what he calls "The mixed approach strategy", may be another fruitful 
alternative for item generation. 
Step 3. Item Development: Item development consists of two stages. First, the items 
should provide a degree of adequacy in wording. The wording of items is related with 
"item characteristics" including clarity of items, length of items, combination of items 
(using positive and negative statements together), simplicity of items etc. Second, the 
meaning of item should match the content of a construct to be measured. This task can 
be performed by several methods: asking experts to match the item to the content of 
definition by using of sorting procedure or statistical techniques such as correlation or 
factor analysis etc. (Hinkin et. al., 1997). Content evaluation becomes an essential 
element, if one develops a measurement tool divided into sub-themes or sub-scales. As a 
result of this stage, a provisional scale is constructed which is ready to be tested by a 
sample. 
Step 4: Before Administrating the Provisional Scale: Determining the type of rating 
scale (The Likert scale, the semantic differential scale, the anchor scale etc. ) and the 
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The type of rating scale includes selection of 
scale response category e. g., the seven or five point Likert scale. 
The type of sample can be divided in two categories; subject sample and item sample. In 
response to this classification, the first category relates to the selection of subjects which 
is assumed to represent entire population. The second category is the `The Domain- 
Sampling Model' which is the number of items required to construct a measurement 
scale (Churchill, 1979; Nunnally and Bernstain, 1994). The Domain-Sampling Model 
implies that there is a certain number of items defining a particular construct and the 
score would be the same even all the items in the domain are used. In operational terms, 
this corresponds to a correlation matrix. If all the items in a measure are drawn from the 
domain of a single construct, they should be highly intercorrelated. Low interim 
correlation, however, indicate that some items do not belong to the domain of the 
construct and therefore, should be redundant. In other words this is the source of error 
in measurement. 
Step 5: Purifying the Measure: Purification studies consists of several forms of analysis 
concerning with the internal consistency and validity of an instrument. The analyses for 
the check of internal consistency concern with the computation of the item-to-total 
correlation and reliability scores. On the other hand, validity of an instrument can be 
established in a number of ways such as `face validity', `content validity', `criterion- 
related validity' and `construct validity'. This procedure is explained in detail in section 
6.7.3. 
Step 6: Replication of the Study: In this stage, it is necessary to collect another set of 
data from a representative sample. The scale-testing procedure is repeated in order to 
confirm the underlying theory. As the theoretical structure is established in the previous 
stages, this type of analysis is confirmatory in nature and therefore, the confirmatory 
factor analysis has to be used instead of exploratory factor analysis. 
Step 7: Re-Assessing Reliability and Validity: The assessment of the reliability and 
validity analysis is repeated with a new sample. Hinkin et. al., (1997) argue that, instead 
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of collecting a new data for confirmatory purpose, the sample can be split in two halves, 
if the initial sample is large enough 
Step 8: Establishing Norms: The final step in scale construction process involves 
developing standards and norms for decision-makers. Basically, the norm refers to the 
findings of the measurement scale due to the fact that the scale is qualified as a reliable 
and valid instrument. Conversely, If a scale is not reliable and valid, the conclusion 
drawn from the scale is flawed. Hence, a reliable and valid score obtained from the 
measurement scale can not be used as a criterion. The score corresponds to other 
constructs for theory building and theory testing. At this point a valid and reliable scale 
enters the literature and takes its place in step one of future research.. 
6.7.2 Reliability of The Scale 
Reliability can be seen in two ways firstly, it is the proportion of the variance explained 
by the true score of a latent variable. Conversely, the unexplained part of the variance 
represents the proportion of error. Therefore, the less the data contains error the more it 
is reliable (DeVellis, 1991). This definition also implies that tenable sets of statements 
are being compiled in representing the construct. Reliability in this term is not an 
absolute concept, but estimation. The performance of each item may be different and 
therefore, some improvement may be necessary. In order to determine the optimum set 
of statements which leads to increase of the reliability of a scale a systematic process 
called "item analysis" is employed (Oppenheim, 1992). 
Secondly, reliability can be seen as reproducibility. Given the assumption that the 
construct under examination does not change between tests, a perfectly reliable 
instrument will produce the same scores on different occasion. Therefore, it is the ability 
of statements to keep representing the construct when re-tested. 
Several methods are available to assess the scale reliability: test-retest, parallel test form, 
internal consistency (Oppenheim, 1992). Churchill (1979) suggests that "coefficient 
alpha" (Cronbach, 1951) which aims to test the internal consistency of a scale should be 
175 
Y. Ekinci Chapter 6: Methodology II 
I 
the main computation for assessing reliability. Therefore, coefficient alpha value of . 
50 
and . 
60 is sufficient for the early scale development stages whereas the value of . 
80 
should be the minimum score for an established scale. Oppenheim (1992) recommends 
coefficient alpha of . 
85 as sufficient for judging the reliability of an attitude scale. 
However, as a result of recent development in psychometrics, the minimum reliability 
score for an exploratory study has been raised up to the . 
70 level (Nunnally and 
Bernstein, 1994). 
6.7.3 Validity of The Scale 
Generally speaking, validity is the degree to which the scale measures what it intents or 
is supposed to measure. Comparing the result with other standards usually assesses the 
scale validity. Furthermore, validity is establishing a relationship with other instruments 
as well as measures of other constructs. This task is essential, because the measured 
construct is an abstract phenomenon and difficult to identify. Three types of validity 
study are involved corresponding to this task (Oppenheim, 1992). 
6.7.3.1 Face and Content Validity 
Tull and Hawkins (1993) distinguish between face and content validity according to 
study procedure. In general, face validity refers to `no expert' judgement of individuals 
who complete the instrument or an executive who must to approve its use. Therefore, it 
is very practical and first assessment, but it has a little value in providing strong evidence 
about the validity of a scale. The content validity is the second stage of analysis. The 
objective of the content validity is to assess the appropriateness of an item to the content 
of social construct intended to be measured. Although it is `more systematic, it may be 
subjective' and the findings are limited to the study sample. 
When subjectivity is at the heart of the measurement, such as in the studies of service 
quality, content validity has a paramount importance, since each statement can be 
perceived differently and therefore, it is necessary to find the optimum statement which is 
assumed to define the measured construct. Having revised the contribution of major 
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quantitative methods in establishing construct validity, Peter (1981, p. 143) emphasis the 
value of content validity as follows; 
"if measures do not have a high degree of content validity, determined primarily 
through logical analysis, they cannot have a high degree of construct validity 
even if they meet empirical standards" 
Researchers for example, Babakus and Mongold (1992) criticise SERVQUAL on the 
ground that it loses `face' and `content' validity in different service organisations. As 
can be seen from the preliminary study in Chapter 5, the content validity of SERVQUAL 
and LODGSERV was also shown to be problematic in resort hotels. Therefore, the 
content validity of a scale should be an essential step in measurement of service quality. 
6.7.3.2 Criterion-Related Validity 
According to DeVellis (1991) definition, criterion-related validity is the relationship 
between the scale and some other external criterion or "gold" standard. Two types of 
validity criteria usually establish the Criterion-related validity: "concurrent validity" and 
"predictive validity". Tull and Hawkins (1993, p. 318) distinguish between them as 
follows; 
"Concurrent validity is the extent to which one measure of a variable can be used 
to estimate an individual's current score on a different measure or the same, or a 
closely related, variable", 
"Predictive validity is the extent to which an individual's future level on some 
variable can be predicted by his performance on a current measurement" 
In practical terms, concurrent validity is the scale ability to correlate with another scale 
which measures the same construct. Predictive validity is the relationship between the 
scale and behavioural intention measure obtained from another scale. 
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6.7.3.3 Construct Validity: 
If a scale is valid, it will measure what it is supposed to measure. Construct validity 
checks this process with additional parameters. According to Lemke and Wiersma 
(1976, p. 137) construct validity "is a type of validity used to confirm psychological traits 
a test measures. " 
Consequently, construct validity is understanding the factors that underlie the obtained 
measurement. In terms of scale construction this means assembling evidence about what 
the scale is measuring. 
Nunnally and Bernstein (1994) state that construct validation is a complex procedure 
which should be established throughout the three stage process, even though researchers 
often skip this stages and report only one type of evidence. Hence, the construct, which 
is intended to measure, should be; (1) well defined, (2) well represented by alternative 
measures and, (3) has a strong relationship with other constructs of interest. The first 
stage involves providing a specific and clear definition of a construct. The second stage 
is testing how well the items "go together" (intercorrelate) empirically. The aim of this 
stage is to confirm the internal consistency of scale and therefore, it usually employs 
correlation analysis. The final stage involves establishing a relationship with the 
measured construct and other social variables. 
Tull and Hawkins (1993) argue that construct validity is the most complex form of 
validity. The construct is expected to correlate well with similar constructs (convergent 
validity) whereas it should discriminate from the theoretically unrelated constructs 
(discriminant validity). In this respect, they follow Nunnally and Berstein's (1994) third 
validity criteria which consists of convergent and discriminant validity. From the 
perspective of internal validity of a scale, convergent validity refers to the trait validity or 
unidimensionality whereas discriminant validity refers to the scale ability of being distinct 
from the theoretically unrelated construct. In line with this, discriminant validity simply 
answers the question as to whether the scale provides distinct and a better measure. If 
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this condition is not provided, there is no need to produce a new scale due to the fact 
that it does not provide any superiority compared to the existing one 
Campbell and Fiske (1959) first proposed the most popular method for assessing 
convergent and discriminant validity in the area of assessing personality trait; hence it has 
been called multitrait-multimethod method (MTMM). The procedure involves more 
than one construct by means of more than one method. However, convergent and 
discriminant validation is left to researchers interpretation when the construct is 
measured with a single method. Alternatively, exploratory/confirmatory factor analysis, 
internal consistency measures or different type of correlation are employed according to 
study objectives. 
6.8 THE TECHNIQUES AND METHODS USED FOR SCALE DEVELOPMENT 
6.8.1 Q Methodology 
Q methodology is a set of philosophical, psychological, statistical and psychometric 
principles combined to investigate human subjectivity in a systematic way (Stephenson, 
1953). From the standpoint of Q methodology, subjectivity is regarded as an individual's 
opinion on any matter of personal and /or social importance (McKeown and Thomas, 
1988). 
Despite the fact that it is not possible to generalise the findings of the Q methodology, 
this method provides an efficient way to identify a relationship among the viewpoints of 
various populations. Consequently, Kerlinger (1986) refers to Q methodology as a 
powerful approach to test theory. 
6.8.1.1 Q-Sort Technique 
Q-Sort technique is a set of procedures associated with Q methodology. It is particularly 
concerned with sorting of a collection of cards (Q sort items) and identifying the 
relationship among the different responses. Q sort procedure is very versatile and can be 
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used for different purposes (Stephenson, 1953, p. 17). For example, Stephenson (1953, 
p. 195) suggests that questionnaires should be studied through this procedure so that the 
homogeneity of scale items is identified. The main objective of this technique is twofold: 
to probe human subjectivity and to outline a cognitive structure elicited by sample 
(Kerlinger, 1986). 
6.8.1.2 The Rationale for Using Q Sort Technique in Scale Development 
At the outset of the research, the status of the hypothesised dimensions is that of a 
"latent variable or construct" (DeVellis 1991). Most of the dimensions used by models 
of quality have, what might be called, common sense validity in that they accord with 
daily observation, but this is not enough. When the researcher is armed only with a 
suspicion and a few observations that a social entity exists, and when faced with the 
complication that even if it were established it could be described in a variety of ways, 
the technique required is one that can capture subjectivity. These are the circumstances 
that can benefit from Q-Methodology. Exploratory work, where subjective judgements 
of an indescribable object are the order of the day, exactly suits Q-Methodology and 
more particularly, Q-sort technique (Stephenson, 1953). This methodology is very 
versatile and is often directed at priorities and suspected rank orders (Tractinsky and 
Jarvenpaa, 1995), but is especially suited to cases where the very existence of concepts 
has not been established, but proposed in a categorical order. Evaluation of service 
quality would fit this profile. Other techniques related to cognition, such as repertory 
grid can capture objects in the mind and their relationship to each other, however, 
cognitive based approaches carry the assumption of a schema that can be retrieved. In a 
sense, Personal Construct Theory, which is the basis of repertory grid, shares the same 
territory as Q methodology, but with some important differences, the most important of 
which is the assumption of well worn `channels' (Kelly, 1955). This assumes experience. 
For example if subjects were professional hotel inspectors then the assumption would be 
valid. It would be unlikely to be so for occasional hotel users. 
The output of a sample of Q-sort tests should be seen as proof of a `reliable schematic' 
or a cognitive pattern (Thomas and Baas, 1992). It plays the role of setting up empirical 
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approaches so that theory can be tested (Kerlinger, 1986). Essentially Q sort is about 
finding concepts and categories, which capture an entity, by finding stimuli, which can be 
clustered to form a description of it. If people can describe it, it may exist!. It is a 
`dimensionless' task in which subjectivity and objectivity grope around to find each other 
(Coxon and Jones, 1978, p. 65). 
From the discussion of scale construction it should be remembered that scaling is a long 
and tedious process. If anything goes wrong later stages, researchers must go back to 
the beginning and re justify themselves. Therefore, the initial part of the process is very 
important. Q sort technique fits in stage 3 of this process where the item improvement is 
required. In other words a set of items which is expected to represent measured 
construct is aimed. Q sort technique not only identifies the optimum item, but also 
permits to check the content validity of a scale simultaneously, because if an item does 
not match with the content of construct or if it is found as meaningless by the sample, it 
is redundant. Moreover, the technique allows establishing the discriminant validity of a 
scale as the subjects simultaneously sort the pile of items against a number of construct 
definition. This process has been suggested as a direction to future research by 
Parasuraman et. al., (1991, p. 443) when the SERVQAL scale did not produce a 
discriminate validity. 
" give customers definitions of the five dimensions (SERVQUAL) and ask them 
to place each item content (rather than on a specific company's performance on 
each item). The proportions of customers "correctly" sorting the items into the 
five dimensions would be indicative of scale's discriminant validity. " 
Essentially the complete process is a pre-scale construction and a validation study before 
moving to actual data collection and data analysis. 
6.8.1.3 Q-Sort Procedure and The Sample 
A group of objects, statements, pictures, words, or phrases, which are believed to 
represent a social construct, are typed on a pile of cards. A brief introduction that 
explains the purpose of study is given to subjects. The cards are shuffled each time 
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before the actual sorting process begins. Then each subject is asked to sort the cards 
against the content of construct according to a condition of a simple direction: for 
example agreement-disagreement, like-dislike, favourable-unfavourable, acceptable- 
unacceptable etc.. 
Q sort study consists of two samples: the P sample and the Q sample (Tractinsky and 
Jarvenpa, 1995). The P sample is the number and the type of subject required 
participating in Q-study. The Q sample is the collection of statements believed to 
represent the domain of construct. Moreover, the collection of statements can be 
classified into "naturalistic" or "ready-made" categories on the basis of study objective 
(McKeown and Thomas, 1988). While the naturalistic sample refers to the items 
collected via oral or written communication and the ready-made sample corresponds to 
those drawn from the secondary resources such as literature. 
The Q sample should be between 30 to 90 cards, which can be, ordered either in a 
"structured" or "unstructured" categories if a single construct is studied (Kerlinger, 
1986, Tractinsky and Jarvenpaa, 1995). The structured sample includes all possible sub- 
issues or items about the construct. By contrast the structured sample is more focused 
and it is composes of items which aims to test hypotheses (McKeown and Thomas, 
1988). 
With Regard to P sample, Kerlinger (1986) suggests that Q studies should have as many 
subject as possible, even though the study can be performed with one subject in theory. 
McKeown and Thomas (1988) note that Q study is biased towards small samples and 
therefore, the aim should be performing the study with 1000 people for one hour rather 
than using one subject with 1000 hours. The number of P sample diverges in the 
previous studies and it ranges from 20 to 100 people (McKeown and Thomas, 1988; 
Tractinsky and Jarvenpaa, 1995). Brown (1986) notes that 30 to 50 people are usually 
more than adequate for the studies investigating the public opinion. However, the 
sample size is also depended upon whether the study is "intensive" or "extensive". 
Selection of extensive P sample is depended on a simple rational consideration, namely, 
who is available to take the test?. Therefore, no effort is made to provide a complete 
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representation of the sample characteristics. The intensive P sample aims to investigate 
the dynamics of interpersonal subjectivity which may be outlined in the extensive P study 
and therefore, several people can be examined in detail with a single case (McKeown and 
Thomas, 1988). 
6.8.2 Guttman Scaling 
6.8.2.1 The Rationale for Using Guttman Scaling 
The importance of the reliability and validity of the measurement as well as the 
consistency between theory development and empirical testing has been of particular 
concern to marketing researchers for a long period of time (Parameswaran, Greenberg, 
Bellenger and Robertson, 1979; Churchill, 1979; Oh and Parks, 1997). In practice, this 
concern mainly corresponds to the validity and reliability of the measurement instrument. 
Consequently, scales used should not only provide a true measurement, but also measure 
a single construct, which is assumed to be unidimensional. This is an essential element of 
construct validity (Gerbing and Anderson, 1988; Hattie, 1985). 
However, assessment of unidimensionality for a measurement scale has caused a circular 
debate due to a persistent misapplication of analytical techniques. Factor analysis, item- 
to-total correlation, Cronbach's Alpha (Cronbach, 1951) or different forms of correlation 
analyses are some of the techniques which attempted to establish scale unidimensionality 
even in today's marketing and hospitality literature (Winsted, 1997; Knutson, Stevans, 
Patton, Wulleard and Yokoyoma, 1990, Cronin and Taylor, 1992; 1994). It is apparent 
that these studies seem to omit Garbing and Anderson's (1988) early revision which 
addresses the issue of scale unidimensionality. He argues that exploratory factor analysis 
should be used as a preliminary method in identifying the number of dimensions rather 
than providing as a measure of unidimensionality. Other scholars suggest that 
Cronbach's Alpha, or variety of inter-correlational analyses (item to total correlation) is 
appropriate for measuring scale reliability, internal consistency or homogeneity rather 
than unidimensionality (Green, Lissitz and Mulaik, 1977; Hattie, 1985). 
183 
Y. Ekinci Chapter 6: Methodology II 
Although it provided some insight regarding these analytical techniques, and offered 
some alternative methods for constructing a scale, the Guttman Scaling (Guttman, 1944) 
was originally developed to set for scale unidimensionality but this original principle has 
received little attention in the marketing arena (Wieranga, Oude Ophuis and Huizingh, 
1994; Brown, Buck and Pyatt, 1965; Landis, 1965; McFall, 1969). However, the 
application of Guttman scaling has proved fruitful interest in establishing 
unidimensionality and testing the multidimensional structure of models in other areas of 
advanced psychometric theory (Hambleton, Swaminathan and Rogers, 1991). 
Therefore, this study adopts Guttman methodology in order to assess scale 
unidimensionality. 
6.8.2.2 The Principles of Unidimensionality 
Unidimensionality is a property which provides evidence for the existence of a single trait 
or single construct which is underlying a set of measures (Hattie, 1985). This definition 
also implies that the items in a test or in a scale are ordered along a single continuum 
according to a set of criteria they manifest, such as item difficulty or item agreement. By 
the same token, a set of items is arranged in a cumulative and hierarchical order 
according to a single criterion. If this principle is based upon item difficulty, a person 
who responds to one of the higher ability question favourably ideally should also respond 
other questions in the same manner. An arithmetic whose items are ordered according to 
computation difficulty is useful to show this principle; 
(1) 4+2= ? (2) 88+99= ? (3) 109+187= ? (4) 1025+1876= ? 
Note that the ordering system in this example aims to measure person's arithmetic ability 
when he is asked to complete all the arithmetic. In a perfect order, if a person computes 
question four correctly (1) he is expected to compute all other questions correctly. 
Alternatively a person may answer question four (0) wrong, but question three correct 
(1), he must answer question 2 and question 1 correctly. Consequently, each person can 
be ordered as lying between the hardest item he or she passes and the easiest one failed. 
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6.8.2.3 The Principles of Guttman Scaling 
Guttman scale, sometimes known as scalogram analysis, is a unidimensional scale where 
people being ordered with respect to items and items being ordered with respect to 
people at the same time (Guttman, 1944). However, these two properties are not valid 
simultaneously for the Likert and Thurstone scales. This means that each of them are 
used for either scaling subject or items. 
Guttman scaling has two important properties. The scale is ordinal and cumulative, and 
these two properties are the main criteria which constitutes unidimensionality (Guttman, 
1944; McIver and Carmines, 1981; Oppenheim, 1966). For example: salt, rock and 
diamond can be ordered by their degree of hardness on a cumulative order. 
Furthermore, the structure of cumulating can be checked according to a predetermined 
single criterion, which is hardness in this example. On a purely unidimensional scale if a 
person accept that salt is hard, he must accept that rock is harder. Alternatively, if the 
components of items are ordered according to degree of difficulty and that respondents 
who reply positively to a difficult item (question) will always respond positively to less 
difficult items and vice versa. 
Edwards (1957, p. 172) argues that Guttman scaling should be considered as a hypothesis 
testing methodology in the sense that whether or not the measured construct is 
unidimensional and scalable rather than a strict technique for scale construction. 
However, a scale can also be constructed through this methodology if the error 
assessment process is re-iterated until the unidimensionality of a scale is established. 
6.8.2.4 The Methodology of Guttman Scaling 
The methodology of Guttman scaling requires a set of applications in order to establish 
unidimensionality of a scale. The entire process provides evidence about the validity and 
existence of the nominated construct. In other words the nominated construct is 
scalable and measurable. 
185 
Y. Ekinci Chapter 6: Methodology II 
6.8.2.4.1 Scale Construction Process 
The construction of the Guttman scale involves the use of either dichotomous (1=yes, 
O=no) or tricothomous (0=disagree, 1= neutral, 2=agree) rating scale (Edwards, 1957). 
The construction process can be in two ways; using a ready made ordinal scale or 
building an ordinal scale. In the first case, a number of statements are structured in a 
hierarchical order according to their content. For instance, three items; salt, rock and 
diamond can be ordered according to their degree of hardness they represent. Then, the 
cumulative structure of these items is checked on the basis of the response pattern 
obtained from the sample. By the same token, if a respondent says that salt is hard, he 
should also agree the hardness of the diamond (cumulative principle). If this structure is 
not supported, the rule of cumulating is violated. The Unidimensionality of Children 
Swinging Development Behaviour Scale, The Adolescents Substance Use Scale and 
Moslow's Motivation scale was examined through this procedure (Fox and Tipps, 1995; 
Andrews, Hops, Ary, Lichtenstein and Tildesley, 1991; Porat, 1977). 
In the second method, the frequencies of response pattern or item mean score are used in 
constructing a hierarchical structure. A single criteria which is assumed to have two 
poles, is useful in order to place the items in a hierarchical order (McIver and Carmines, 
1981). If the measured construct is an attitude the hierarchical order would be the 
degree of favouring where statements are ordered along a continuum of agree to 
disagree. Alternatively, if the measured construct is quality, this can be the degree of 
excellence or the level of quality on a agree to disagree continuum. The perception and 
attitude assessment studies are good examples of this category (Koslowsky, Pratt and 
Wintrob, 1976; Lever and Samooha, 1981). The Cornell Technique and The Scalogram 
Board Technique are also based on this principle (Guttman, 1947; Suchman, 1950). 
As it is hard to observe a perfect Guttman scale (ideal scale) in real life, the observed 
data matrix is subjected to an error assessment procedure according to a perfect scale 
matrix. It is also notable that the cumulative structure of a perfect scale matrix varies 
according to the number of items and the response category used in rating scale (e. g., 
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dichotomous (agree, disagree) rating scale with two items or tricotomous (agree, neutral, 
disagree) rating scale with four items) (McKeown and Thomas, 1988).. 
Table 6.1. shows a hypothetical data matrix with using four items collected from a 
sample of five people. 
Table 6.1. Initial Data Matrix 
Subjects Item 4 Item 2 Item 3 Item 1 Total Score 
1 0 1 0 1 2 
2 0 1 1 1 3 
3 1 0 1 1 3 
4 0 1 0 1 2 
5 1 1 1 1 4 
Positive Frequency 2 4 3 5 
Percentage 40% 80% 60% 100% 
Note that the data matrix represents an attitude measurement scale using a categorical 
rating scale (1 or 0). Each subject is asked to select only one of two judgements 
favourable (1) or unfavourable (0), with respect to each item. Although either one is 
possible, Table 6.1. takes into account favourable response categories. Consequently, 
subject one responds favourably to two items and 40% of the sample responded 
favourably to item 4. 
The next stage in scale construction involves translation of items and subjects in a 
hierarchical order, which means that two more necessary steps are required. Table 6.2. 
illustrates the translation of items in hierarchical order. 
Table 6.2. Translation of Items (Columns) 
Subjects Item 1 Item 2 Item 3 Item 4 Total Score 
1 1 1 0 0 2 
2 1 1 1 0 3 
3 1 0 1 1 3 
4 1 1 0 0 2 
5 1 1 1 1 4 
Frequency 5 4 3 2 
Percent 100% 80% 60% 40% 
187 
Y. Ekinci Chapter 6: Methodology II 
The two columns of matrix (item 1 and item 4) were interchanged so that the items are 
arranged from the highest to lowest proportion of positive responses. 
Table 6.3. illustrates the translation of subjects in categorical order. 
Table 6.3. Translation of Subjects (Rows) 
Subjects Item 1 Item 2 Item 3 Item 4 TotalScore 
5 1 1 1 1 4 
2 1 1 1 0 3 
3 1 0 1 1 3 
4 1 1 0 0 2 
1 1 1 0 0 2 
Frequency 5 4 3 2 
Percent 100% 80% 60% 40% 
At this stage, the rows of the data matrix was arranged according to total score in order 
to rank the subjects from the highest number of favourable responses to the lowest. 
With reference to the Table 6.3., if a measured construct is an attitude, item four is the 
least favourable (agreed) item compared to the other scale items whereas item one is the 
most favourable (agreed) item. If the scale is cumulative, a respondent who endorses 
item four positively should also endorse the other items positively. Furthermore, a 
person who scored two out of four items, should only endorse item one and two 
positively, and item three and four negatively. 
Completion of this pattern should provide a triangular pattern evident in cumulative 
scales. However, the perfect scale may not be observed in real life. In order to show 
this difference between observed pattern and perfect pattern the two matrix are 
compared. Table 6.4 shows the observed data matrix and Table 6.5 shows the perfect 
scale matrix. 
188 
Y. Ekinci Chapter 6: Methodology II 
Table 6.4: The Observed Data Matrix 
Item Item Item Item Total 
1 2 3 4 Score 
1 1 1 1 4 
1 1 1 0 3 
1 0* 1 1* 3 
1 1 0 0 2 
1 1 0 0 2 
fre q. 
5 4 3 2 
* Indicates error 
Table 6.5: The Perfect Scale Matrix 
Item 
1 
Item 
2 
Item 
3 
Item 
4 
Total 
Score 
1 1 1 1 4 
1 1 1 0 3 
1 1 0 0 2 
1 0 0 0 1 
0 0 0 0 0 
As it can easily be seen, some differences occur between the data matrix and the perfect 
scale matrix. These are indicated with a star. The same principle is also valid for a 
tricothomous response scale (Edwards, 1957). Table 6.6. and 6.7. show the data matrix 
and the perfect scale matrix constructed with four items by using a tricothomous 
response scale 
Table 6.6: Tricothomous Items: 
Observed Data Matrix 
Subject Item Item Item Item Total 
1 2 3 4 Scor. 
1 2 2 2 2 8 
2 2 2 2 1 7 
3 2 2 2 0 6 
4 2 2 1 1 6 
5 2 2 0 1 5 
6 2 1 1 1 5 
7 2 0* 2* 0 4 
8 2 1 1 1 4 
9 2 0* 0 1 3 
10 2 0 0 0 2 
11 1 0 0 0 1 
12 0 0 0 0 0 
Mean 2.0 1.0 . 91 . 66 
Positive 10 5 4 1 
Neutral 1 2 3 6 
Negative 0 5 5 5 
* indicates error 
Table 6.7: Tricothomous Items: 
Perfect Scale Matrix 
Item 
1 
Item 
2 
Item 
3 
Item 
4 
Total 
Scor. 
2 2 2 2 8 
2 2 2 1 7 
2 2 2 0 6 
2 2 1 1 6 
2 2 1 0 5 
2 1 1 1 5 
2 2 0 0 4 
2 1 1 1 4 
1 1 1 1 4 
2 1 0 0 3 
1 1 1 0 3 
2 0 0 0 2 
1 1 0 0 2 
1 0 0 0 1 
0 0 0 0 0 
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The order of data matrix is arranged according to the items' mean and positive response 
score. Therefore, item one is the most favourable one followed by item two and others. 
Comparison of these two matrixes also demonstrates that the data matrix produces three 
errors (subject 7 and 9). 
6.8.2.4.2 Assignment of Scale Error and Coefficient of Reproducibility (CR) 
It has already been noted that obtaining a perfect scale is rare in real life. The next stage 
in the scale analysis involves assessment of scale error and computing the Coefficient of 
Reproducibility (CR) which is an indication of scalability and unidimensionality of a 
construct to be measured. Although a number of different techniques is offered for error 
assessment, the Goodenough-Edward technique is much preferred to other alternatives 
such as Guttman's "principles of error minimisation" or "H technique" (Edward, 1957, 
Guttman, 1950; Stouffer, Edgar, Borgatta, Hays and Henry, 1952). The next section 
outlines the rationale for using this technique. 
Basically the error assessment concerns comparing the performance of observed scales 
with an ideal cumulative scale. Through this comparison the number of errors, that is the 
number of times the cumulative scale of the item diverges from the ideal template, can be 
calculated. Guttman (1950) sets the standard of 10% error as the maximum and 
therefore, a scale needs a Coefficient of Reproducibility (CR) of 90%. By a successive 
process of elimination the output is a set of items (or a scale) that reach the 90% level. 
To achieve this, the process re-eliminates in turn the item with the highest error then 
recalculates the cumulative order and compares it again with the ideal scale. To illustrate 
the error assessment processes the previous example in Table 6.4. and 6.5. will be useful. 
Looking back to Table 6.4., the third respondent assigned a total score of 3 on the four 
item scale with the following observed pattern (1,0,1,1=3). His response pattern gives 
two errors when it is compared to the perfect scale matrix (1,1,1,0 = 3) since his 
response pattern deviates on the item 2 and item 4 (compare the italic number on the 
observed pattern with the bold number in the ideal pattern). No other subjects produced 
error as their observed response pattern matched with the 
ideal pattern. The error 
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assessment is carried out for every single respondent participated to the survey and the 
numbers of errors are added up to find the total scale error. It is notable that for a four- 
item scale there are 16 types of possible response pattern (2 2= 16) and only five of them 
(30%) are arranged in the perfect scale order. Once the error assessment process is 
completed the scale CR is computed by using the following formula (Guttman, 1950); 
CR =1- (total error) / total responses 
=1- (total error) / [(items) x (respondents)] 
Where total error is divided by the number of total responses (Total responses is 
computed by multiplying the number of scale items with the number of subjects 
participated to the study). According to this statistics the CR should be . 
90, if the scale 
is unidimensional or the examined construct is scalable (Guttman, 1950). Following the 
same example in Table 6.4., the data matrix produced a total of 2 errors. The total 
response score is 20 (5 subjects X4 items) and the CR value can be computed through 
the following formula: 
CR = 1- (2/20) 
CR =. 90 
This means that this four-item scale is unidimensional as the CR is equal to . 
90. If a 
scale does not provide a sufficient degree of CR value in the first stage, the item which 
produces highest error is deleted from the scale and the analysis is repeated for the 
remaining items (Guttman, 1947). 
6.8.2.4.3 Critical Issues In Guttman Scale Methodology 
For assessing scale error, Guttman (1944) initially offered "minimisation of error 
criterion" technique. Essentially, this technique implies reducing the error by comparing 
the observed pattern with the nearest possible perfect scale pattern. If the obtained 
response pattern is (+, +, -, += 3), the ideal response pattern should be (+, +, +, -= 3) 
due to the fact that the subject scored positively on three items. According to Guttman's 
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computation the minimisation of error technique produces one error in the observed 
pattern as the third negative response is transformed to a positive response or the nearest 
ideal pattern which can be (+, +, +, += 4) or (+, +, -, -= 2) in order to minimise the 
error pattern. However, this idea contradicts with the scale cumulative assumption and 
the scale variables loose the most important component of its parameter (Goodenough, 
1944; Edwards, 1957). Therefore, the most consistent interpretation of the scale 
parameters suggests that there are two errors in this observed pattern according to the 
perfect scale pattern which scored 3 (+, +) -, +=3 observed pattern versus +, +, +, -= 
3 perfect scale pattern). This is called the Goodenough-Edwards error counting 
technique, which is more conservative and more consistent with the scale cumulative and 
hierarchical assumption. Moreover, this technique eliminates spurious reproducibility 
values due to the fact that the number of errors produced with this method is higher than 
the minimisation of error technique. 
One of the main criticisms addressed to the scalogram analysis is that a perfect scale can 
easily be constructed with extreme items (only with very popular or only with very 
unpopular statements) and therefore, it is easy to obtain a high level of CR value. In 
these cases the discrimination between most favourable to least favourable is lost and 
therefore, the scale is biased. The second criticism is about the ratio of scalability 
(CR=. 90). It is criticised due to the fact that this ratio is determined intuitively and only 
based on Guttman's empirical evidences. 
In order to address these issues, several Reproducibility computations are offered to be 
used together with Guttman's original CR score. They are: "Minimum Marginal 
Reproducibility" (1VMR), "Coefficient of Scalability" (CS), and "Contrived Item 
Technique" (H-technique) (Edwards, 1957; Menzel, 1953, Stouffer, Borgatta, Hays, 
Henry, 1952). It should be noted that NMM is a valuable guideline, if the scale is 
believed to be constructed only with extreme items. However, some of the scalability 
computations, such as H technique tolerates more error as compared to CR and it is used 
as an alternative measure when the scale produces a high number of errors. Therefore, 
CR is a more conservative test for assessing unidimensionality compared to the H 
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technique. In addition, neither of these computations provides a certain theoretical cut 
of value in assessing the scalability of the construct. 
McIver and Carmines (1981) state that no matter which of these guidelines are used for 
computing Reproducibility, there is no strict evidence that the scale items produce a 
consistent relationship within the cumulative structure. Statistical significant tests have 
been developed to provide additional support for testing this relationship; e. g., Goodman 
(1975) offers a test of scalability of a set of dichotomous items. Sagi (1959) and 
Schoussler (1951) suggest testing the relationship between the "actual CR" and 
"expected CR" on the basis of item distribution. Despite accepting the contribution of 
these studies, Dunn-Rankin (1993) states that achieving a CR of . 
93 already 
approximates the . 
05 level of statistical significance. 
Once the proposed scale provides unidimensionality between the items, it is necessary to 
test the homogeneity of scale structure with a further test (Robinson, 1973). The perfect 
pattern involves a weak monotonic relationship within the perfect scale items. This 
means that low responses may be paired; high responses may be paired; a high response 
on one variable may be paired with a low response on another, but not vice versa. 
Yule's Q correlation is designed to test this assumption for both a dichotomous and a 
tricothomous response scale (Koslowsky et. al., 1976). Basically, this procedure aims to 
look at intercorrelations between items and eliminates some of the weak items if 
necessary, even though the scale provides a sufficient CR value. 
Guttman (1947, p. 249) states that "about 100 people will constitute an adequate sample 
of the population to test the hypothesis of scalability ". Although this recommendation is 
based on his empirical experiences and can be acceptable to some extent, a better 
statistical design may be useful in determining the appropriate sample size (Clark and 
Kriedt, 1948). Alternatively, 100 people should be considered as a minimum sample size 
for a pilot study. 
A final critical point is identified about the number of items which are necessary to 
establish a unidimensional scale. Guttman (1950) suggests that initially a set of 10 to 12 
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items should be selected to test the scalability of each construct. Edwards (1948) 
questions this approach as to how this set of statements should be selected among other 
possible alternatives, if a domain of construct can be defined by such as 20 or 50 
statements. However, this criticism is not specific to Guttman scaling, but it is a general 
issue of scale construction due to the fact that determination of optimum scale items is an 
issue for every type of scaling. The main concern regarding the optimum set of items 
may be related to the number of items required to establish a unidimensional scale when 
the scale construction process is completed. Despite the fact that there is no clear 
formula for this, Mulaik (1977) suggests at least three items are required in order to 
define a latent variable. In fact, even two statements may be considered as minimum in 
the early stages of scale development as long as its reliability and validity are acceptable. 
6.8.3 Likert Scale 
The Likert scale, which is also known as a "summative scale", is less laborious type of 
scaling technique so that it is easy to understand and to respond to. Oppenheim (1992) 
states that the Likert scale correlates well with Thurstone scales and this has made it a 
popular scaling procedure in use today. 
The Likert scale aims to group the subjects on the basis of scale items. It is a kind of 
scaling which is appropriate for using when there is reasonable theoretical evidence 
about the existence of construct. Consequently, the scale works based on the 
assumption that the items, which define the relative dimension, are coherent and 
therefore, they measure a single construct (unidimensionality). This task aims to 
establish an artificial absolute standard by creating a template along a scale continuum 
which can range from agree to disagree or favourable to unfavourable order (Clark et. 
al., 1998). 
Despite its simplicity, the scale contains a number of weaknesses. Firstly, there is a doubt 
that the scale provides an interval measure. In operational terms, this means whether or 
not the distance between scale points 1 and 2 is the same as between scale points 4 and 5 
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one way of handling the equal interval problem is to obtain a normal distribution. 
Secondly, there is an uncertain equality between the subjects' evaluation of scale. This 
means that the meaning of a chosen category (agree) may not be the same for two 
respondents even though they rated the same response category of a scale. 
Finally, the position of the scale middle point creates a further complication in 
interpreting the results. The question which arises is whether or not it is realistic to 
accept the scale middle point as a centre or a neutral location between the two extreme 
poles of agreement and disagreement. 
6.8.4 Selection of the Rating Scale 
Devlin, Dong and Brown (1993) state that choice of rating (response) scale does not 
only affect the reliability and validity of the survey, but also influences the findings. They 
identified five criteria for an efficient rating scale. The scale should: (1) produce a 
minimal response bias, (2) be easy in terms of interpretation and understanding, (3) have 
a discriminating power, (4) be easy to respond to and (5) produce a credible and useful 
result. 
The issue of scale discrimination power is important not only for correctly identifying the 
outcome, but also reducing the risk of multi-collinearity in regression analysis. Haley 
and Case (1979) show that using different rating scales produces different results even 
though the same construct is measured. Therefore, selection of a rating scale is a critical 
issue in producing accurate information. 
It is worth considering some theoretical arguments and empirical findings in response to 
the type of rating scale to be selected for measurement of service quality. One of the 
early customer satisfaction researchers, Westbrook (1981) reports that Delighted- 
Terrible scale is appropriate for measurement of customer satisfaction. Danaher and 
Hadrell (1996) empirically tested various rating scales in order to find the best alternative 
for customer satisfaction. Although their study measures customer satisfaction and does 
not offer any implication for service quality, it is possible to make some inferences. It 
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was concluded that "the five point disconfirmation scale" as opposed to performance and 
satisfaction scale labelled with faces is more suitable for customer satisfaction compared 
with other alternatives. Similarly Oh and Parks (1997) emphasise that disconfirmation 
oriented measurement plays a critical role in distinguishing customer satisfaction from 
service quality. 
Crompton and Love (1995) attempted to select the most appropriate service quality scale 
among the seven alternatives. The performance only measurement was found as the 
most reliable and valid method in assessing service quality. It was reported that the 
inclusion of importance weights did not improve the results against straight performance 
measurement. Furthermore, no significant difference was found between the first-time 
and frequent visitors. Oh and Parks (1998) demonstrate that un-weighted measure 
outperforms the weighted measure for assessing guest satisfaction in hotels. They 
suggest that the inclusion of an importance score is a philosophical question and 
therefore has a little practical value in assessing service quality. 
Lewis (1993) believes that labelling a scale may prevent overuse of extreme ends of a 
scale in assessing service quality. It may be for the same reason that the distribution of 
data is always negatively skewed and exhibits a positivity bias in measurement (Peterson 
and Wilson, 1992). Therefore, this process may enhance the interpretation of data and 
provide easy registration for respondents. 
Another argument raised by Babakus and Mongold (1992) suggests that the five-point 
Likert scale should be used in service quality measurement as opposed to common 
alternative of seven-point Likert scale, because this reduces the frustration on 
respondents and increases response rate 
6.9 THE SAMPLING FRAME 
Sample design is an important issue in relation to the reliability of statistical findings 
The aim of any sampling design is to provide guidelines for selecting a sample that is 
representative of its underlying population so that a specific amount of information about 
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the population is provided at a minimum cost and the findings can be generalised across 
the population. While this is a perfectly legitimate approach, the objective of this 
research is to investigate the relationship between the variables and through such an 
examination to test a theory. The review of the relevant literature suggests that there is 
no agreement on the sample size, which is required to ensure the statistical significance. 
Several suggestions are useful to guide the sampling procedure for this study. 
The offered sample size for theory testing varies according to the employed methods and 
study objectives. Rummel (1970) suggest that the sample size should range from 1 to 4- 
response ratio for per variables to be used in the scale. Schweb (1980) offers more 
conservative rules and argues that the ratio should be 1 to 10. According to 
Guandagnoli and Velicer (1988) a sample of 150 cases is needed for exploratory factor 
analysis so that item intercorrelations are reasonably strong. The commonly used sample 
size to test dimensions of service quality is 200 (Parasuraman et. al., 1988; Smith, 
1995a). Similarly, Hammond (1995, p. 377) argues that a sample size of 200 plus should 
be used to produce a reliable factor solution. 
According to Guttman (1947, p. 249), 100 people are needed in order to test 
unidimensionality of a scale. In additon to this studies, the probability sample is 
considered for determining the sample size for this study. The following formula is used 
in order to compute the sample size (Ryan, 1995, p. 178). 
Formula: N= 
(N-1)B2+Pq 
2 
(Z) 
Where: n= sample size, N= population size, P= population proportion or estimate, 
q= 1-P, B= allowable error, Z=Z score based on desired confidence level. 
Apparently, the formulation requires some decision about the population and what 
proportion of the population 
is to be used. Hence, the number of tourist visiting Turkey 
is compiled from the national statistics. Average of British citizen visiting Turkey among 
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is compiled from the national statistics. Average of British citizen visiting Turkey among 
the 1992 and 1996 is 563,486 (314,608 + 441,817 + 568,266 + 734)634 + 758,106) 
(MTGDIDRE, 1997; TTO, 1997). 
If there is no priori inclination, -as in the case of this research, then the value of P=0.5 is 
often used. In general, market research employs plus or minus 2.5% confidence level. In 
this research the allowable error is chosen 4.9%. In a normal distribution, 95% of all the 
cases fall within the range of the mean plus or minus 1.96 standard deviation (or two 
standard deviation). Hence, the Z value is 1.96 (Ryan, 1995). 
n= 563,486 0.5)(0.5) 
2 
(563,486-1) (0.05) + 0.5) (0.5) 
2 
(1.96) 
n= 140A871 
(563,485) (0.002401) + (0.25) 
3.8416 
n= 140,871 = 400 
352 
In this study two arguments are considered in deciding sampling frame. The sample size 
should reach the minimum threshold, which is 200 people according to the first 
discussion. Although it would be good to achieve the probability sample size, which is 
400, an average of 300 questionnaires is targeted due to limited resources. Mendenhall 
et. al., (1989) argue that if the underlying population is uniform in the characteristics to 
be measured, almost any sample provides acceptable results. 
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6.10 FORMS of ANALYSIS 
6.10.1 The Data input 
Chapter 6: Methodology II 
The questionnaires are numbered and then entered in to the computer using SPSS® 
software package for the data analysis (Norusis, 1993). 
6.10.2 The Major Statistical Methods Applied 
The quantitative nature of the study involves using a wide range of statistical techniques 
for data analysis (Tabachnick and Fidel, 1996; Tull and Hawkins, 1993). The methods 
applied in this study are summarised in the following section: 
1. Descriptive Statistics 
Descriptive statistics are used for the measure of central tendency (mean, mode, median) 
and the measure of dispersion (standard deviation, interquartile range, variance). 
2. Statistical Analyses 
A. Pearson product-moment correlation. 
This method aims to investigate the degree of linear relationship between the two 
variables. It is particularly useful when examining the consistency of the items that are 
used to represent the nominated dimensions. 
B. Independent sample t-test 
This is applied in order to test the hypothesis of whether or not the two samples are from 
the same population. In other words, it is used to investigate whether or not the mean 
score is statistically different between the two samples. Therefore, the method is 
appropriate when there are only two samples to be compared. When the data are 
skewed in either of the samples, the non-parametric alternative of the independent 
sample t-test is used. 
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C. One-way Analysis of Variance (One-Way ANOVA) 
This technique tests the hypothesis that the sub-samples belong to the same population 
when there are more than two sub-samples. By the same token the technique is used to 
test the difference between the means when there are more than two groups. When the 
data is skewed the non-parametric version of ANOVA (Kruskal Wallis One-Way 
ANOVA) is employed. 
As a follow up test, the Benforoni test is applied, since multiple comparisons are 
involved. The fact is that the probability values are inflated in this case, and therefore, 
the test permits to adjust the significance level to be adjusted according to the number of 
comparisons to be made (Norusis, 1993). In the One-Way ANOVA utilised by the 
SPSS® software the significant differences are identified. 
D. Scale Analysis 
A number of methods are employed for the examination of the scaled dimensions. In 
particular, the statistical methods are concerned with the reliability and validity of the 
scale. 
Scale mean if item deleted: the average value for the scale is computed without the item 
under examination. 
Corrected item-to-total correlation: the Pearson Product Moment correlation coefficient 
between the items under examination and the sum of remaining items are computed. 
Multiple Regression Analysis: the regression is used to predict a score on one 
independent variable from a score on the other. The regression analysis is employed 
where the item in question is the dependent variable and the other items are independent 
variables. In order to test "multi-collinearity" Maruyama's (1996, p. 64) guideline is 
considered in addition Norusis's (1993) follow up test. 
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Cronbach's Alpha: the alpha value is computed to measure the internal consistency of the 
scale. The score represents the true variance attributable to the measured construct. By 
the same token, it is considered as major evidence of the reliability of a scale. 
The alpha value without the item under examination is also computed in order to 
measure the item effect on the reliability of a scale. 
Guttman Scaling: is used in order to establish the unidimensionality of a scale. In other 
words, the scale should measure a single construct or a single trait, which is an essential 
criterion for the existence of the dimension in question. The unidimesionality of the scale 
is formulated by the coefficient of Reproducibility (CR). The CR values for each 
dimension are also computed to test their reliability. In addition to CR, the MMR is also 
used as a follow up test in order to check whether or not the scale is only constructed 
with extreme items. 
Yule's Q Correlation: Yule's Q correlation is essential to check the internal consistency 
of the items after obtaining a unidimensional structure. 
6.11 CONCLUSION 
This study aims to test the validity and reliability of six dimensions for the evaluation of 
hotels. Therefore, the research approach adopted for this study is quantitative which is 
practised by the application of two different scales. These are the Likert scale and the 
Indirect rank scale. 
It is evidence from the literature review and preliminary survey that the validity of 
dimensions is a major issue in assessing service quality. Therefore, two of the scaling 
techniques namely Q-sort technique and Guttman scaling are introduced in order to 
improve and check the validity of dimensions. In particular the Q sort technique is to be 
used for constructing the two scales at the beginning and Guttman methodology is to be 
used for checking the unidimensionality of scales at the data processing stage. 
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Following Babakus and Boller's (1992) and Lewis's (1993) recommendations, the Likert 
scale questionnaire employs the labelled five point Likert scale. Moreover, the 
assessment of service quality is based on performance only measurement. 
The second instrument, Indirect Rank questionnaire is assembled by using the principles 
of unidimensionality and it employs a categorical rating scale. The detailed explanations 
in response to these scales are given in Chapter 7. 
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CHAPTER 7 
METHODOLOGY III; THE SCALE DEVELOPMENT PROCESS 
7.1 INTRODUCTION 
The aim of this chapter is to explain the process of scaling which is used to define service 
quality dimensions. Two types of scales, Indirect rank scale and Likert scale are 
produced by using the six dimensions selected from the generic service quality literature. 
Then, these two scales are incorporated into the two different questionnaires. 
At the outset of this process the six dimensions are re-defined before moving on to item 
generation and improvement stage. Construction of the Indirect rank scale is followed 
by the Likert scale. It should be noted that although two different scales are produced 
they use the same definition of dimensions, the same technique for scaling process and 
some of the common statements. Finally, the two questionnaires which utilise these 
scales are re-produced. 
Figure 7.1. illustrates the methodological process undertaken in this study. 
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Figure 7.1. The Methodological Process 
SCALING PROCESS; Developing Two Types of Instruments: 
The Likert Scale and The Indirect Rank Scale 
TESTING OF THESE SCALES 
STUDY 1 STUDY 2 
The Likert Scale Questionnaire The Indirect Rank Test Questionnaire 
36 items 
Application in Resort Hotels 
The British Holidaymakers 
DATA ANALYSIS 
Inernal, External Consistency 
Guttman Methodology 
DATA ANALYSIS 
Guttman Methodology 
COMPARING THE TWO 
STUDIES 
As can be seen in Figure 7.1., this chapter is devoted to the process of scale construction 
and questionnaire development. 
7.2 DEFINITION OF THE DIMENSIONS 
The six dimensions have to be defined before generating statements. In order to do that 
the literature review which used to explore the content of dimensions in Chapter 4. is 
utilised for this task. Taking into consideration the characteristics of hotel product, the 
meaning of the dimensions are condensed in a short definition. Due to the fact that the 
definitions may be contaminated by the present researcher's perception, they are checked 
against the dimensions by different group of people including postgraduate students who 
enrolled in a hotel management course, department secretaries and the research 
40 items 
Application in UK Hotels 
Customers and The AA Inspectors 
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supervisor. At the final stage, the comments of hotel quality inspectors are compiled. 
As a result of this process the definitions have been edited and improved. The final 
version of construct definitions used in this study are shown below. 
The definition of physical quality is as follows; 
The concern here is with the condition of physical aspects of the hotel, more specifically 
the physical environment of the hotel, the equipment used to provide services and the 
hotel products consumed by the customers. 
The consumer evaluates these by seeing, using or consuming. The quality contained in 
these elements can be considered in three dimensions, which are; aesthetic, functional 
and sufficiency. The aesthetic aspect is concerned with whether or not physical elements 
please the senses. The functional aspect is concerned with whether the physical elements 
actually work in an appropriate way. The sufficiency element is concerned with whether 
or not there was enough of them. 
The definition of staff behaviour and attitude is as follows; 
The hotel employees' degree of demonstrated competence in the performance of their 
tasks and the quality of empathy displayed in interaction with customers. 
The definition of output quality is as follows; 
It is a residual image left in the customer's mind concerning the overall hotel experience 
as a result of an evaluation of both the entire hotel service processes and the overall hotel 
character. This can be related to the fulfilment of what the customer wants to achieve 
(goal) or receive as a benefit from the hotel. 
The definition of accessibility is as follows 
The degree of `approachability' of hotel services. The concern here is with approach in 
the sense that the customer has easy/difficult access to knowledge of what is on offer in 
the hotel and then clear access for consumption of the available services or products. 
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The definition of timeliness is as follows; 
It is how the customer's time and expectation of duration is facilitated or hindered by the 
speed of hotel services. It is simply concerned with speed, delay, or waiting lateness of 
the hotel service operation system. 
The definition of reliability is as follows; 
It is the hotel's regularity and consistency in performing services and the degree to which 
it inspired confidence and trust in customers. In operational terms this means, keeping 
promises, trustworthiness in transactions and the efficiency of the recovery process if 
anything goes wrong. 
7.3 THE PROCESS OF ITEM GENERATION 
The `deductive approach' is employed for item generation due to the fact that it is 
practical to build and administer. The deductive approach also corresponds closely to 
Churchill's (1979) paradigm and the statements govern the definition of dimension 
(Burisch, 1984). In addition, the available service quality scales including SERVQUAL, 
LODGSERV, LODGQUAL, and other hotel evaluation studies have also been revised in 
order to establish a large bank of statements. 
7.4 DEVELOPMENT OF THE INDIRECT RANK SCALE 
7.4.1 Principles of Indirect Rank Scale 
In Guttman's procedure unidimensionality is provided by the data displaying both 
hierarchical and cumulative properties of the statements such as ordering three items, 
salt, rock and diamond, according to their degree of hardness. In other words, the basis 
of ordering is rank hierarchy in which the rank plays the role of template, which has to be 
matched by the data. This scaling procedure maintains the principle of unidimensionality 
and uses a template, which orders items along a single dimension with a criterion that has 
two poles; most acceptable-least acceptable. This also means that the items represent 
the most favourable and least favourable service situation or anything in between them. 
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Edwards (1957, p. 19) defines this as a psychological continuum of a measured dimension 
which is believed to exist. In this scaling method while the unidimensionality is 
established through this template. The main difference is that the template is hierarchical, 
but is cumulative laterally. Moreover, the rank order scale is deterministic like Guttman 
scaling and therefore, appropriates for confirmatory study. 
Based on the psychological continuum principle the items are generated and sequenced 
from most acceptable to least acceptable order in response to definition of dimension. 
The number of items, which define this continuum, is limited to five items in order to 
make it simple. This is also expected to increase respondents' comprehension. 
Table 7.1. illustrates two sets of sample scale which illustrates the above principle. 
Table 7.1: The order of Statements Representing the Dimension 
Physical Quality Dimension Degree of Evaluation 
The hotel was clean and tidy Most Acceptable 
The hotel was clean but a bit messy Acceptable 
The cleanliness of the hotel was just about tolerable Neutral 
The hotel didn't seem to have been cleaned properly Unacceptable 
The hotel was dirty and un-hygenic Least Acceptable 
Output Quality Dimensions 
The hotel was good value for money Most Acceptable 
The hotel was expensive but worth the extra Acceptable 
I think, I only got what I paid for Neutral 
The hotel wasn't quite good enough for it's prices Unacceptable 
The hotel wasn't worth the money Least Acce table 
By looking at Table 7.1., sample 1 represents physical quality whereas sample 2 
represents output quality dimension. 
The sequencing process was a tiring and time consuming task which lasted two months. 
At various stages, the items were revised by two department secretaries, by the research 
supervisor and by four research students who enrolled for the Ph. D. course in tourism 
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and hospitality management. The output of this process is 31 sets of scale. Each set of 
scale consists of five items (a total of 155 statements = 31 x 5) and each dimension is 
represented by at least four sets of scale (Appendix C. 1. ). 
7.4.2 Testing of The Indirect Rank Scale by Q-Sort Technique 
As explained in chapter 6, scale construction is a long and tedious process. If anything 
goes wrong in later stages, the researcher must go back to the beginning and re justify 
himself Therefore, the initial part of the process is very important. 
The objective of this study is to see if the six dimensions can be exclusively described and 
differentiated at the preliminary stage of scale development. The content validity of the 
scale is also provided by this procedure due to the fact that Q-sort technique assign the 
most appropriate statement for the measured construct and simultaneously eliminates the 
meaningless one. 
It is also necessary to state two defining rules in order to judge the final result in Q-Sort 
study. First, a definition only exists if at least two statements legitimately describe it and 
second, for a statement to be legitimate 60 % of the sample must have allocated it to the 
same definition. By such means, initial evidence that an entity exists if 60 % of the 
sample agree that the two statements describe it. Although the suggested cut off value 
may sound arbitrary, it should be noted that this is based on a common sense validity for 
several reasons. First, it is rare to find a hundred percent agreement among the subjects 
in a sorting procedure. Second, if two statements share 60% percent agreement it means 
that the statements are internally consistent for defining a dimension. This percentage 
can be seen as similar to a correlation score, which is a major method used for assessing 
the reliability and validity of a scale. Therefore, such a high score reduces the risk of 
overlapping statements with other dimensions. Hinkin and Schriesheim (1989) adopted a 
similar approach for scale development studies. 
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7.4.2.1 Q Sort Process I: Testing the Scale Items Against Definition of Dimensions 
The tasks of the Q-sort process are: 
i) First, to create definitions of each dimension and generate a bank of descriptive 
statements which ostensibly represent the dimensions. 
ii) Second, to test whether the stimuli, generated in the first procedure can be matched 
against the dimensions. This is preliminary test of whether the six dimensions exist as 
evaluative constructs. 
The above tasks occur simultaneously and the logic, which underpins them, is circular. 
Hence, proof that a dimension exists is through finding stimuli, which describe it. The 
experiment involves asking the subjects to combine the statements with the definitions on 
a `free sort' basis with the option of `don't know or no opinion'. The last option was 
used in this case, because it was not certain that the dimensions exist at all. Therefore, to 
use a `forced choice' approach would run the risk of arriving at a false conclusion. It 
was also crucial to the test that the definition cards be untitled. 
This test consists of six definitions and a `don't know' category written on cards and the 
statements representing the dimension also written on separate cards. As the number of 
items is too substantial to run a single Q-sort test, two complementary strategies are 
adopted. First, the scale's external statements (most acceptable and least acceptable 
items) are tested . 
If a satisfactory result is obtained with these statements this in turn 
means that they qualified by the Q-sort rule (60%), then the same scale's internal 
statements (acceptable, neutral, unacceptable items) are tested. If the external 
statements of the scale do not pass in the first study, their internal statements are 
eliminated from the second survey (details are in Appendix C. 2. ). 
Table 7.2 to 7.7. show the scales of corresponding dimensions which qualified in this 
study. 
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No Statements Q-Sort Result 
7 The decor was beautifully co-ordinated with a great 
attention to detail 
. 85 
137 Clearly some thought had gone into the decor, it 
had a style 
. 
78 
95 The decor was let down by inappropriate items that 
didn't fit the style 
. 
82 
139 There was no obvious style in the decor, it was 
functional, but not beautiful. 
. 
82 
48 The decor was a jumble . 
89 
9 The hotel was clean and tidy . 60 151 The hotel was clean but a bit untidy . 67 42 The hotel cleanliness was just about acceptable . 58 153 The hotel didn't seemed to be cleaned properly . 64 50 tel was dirty and un-hygienic . 71 
Table 7.3. The Frequency of Staff Behaviour and Attitude Statements 
No Statement Q-Sort Result 
65 Staff displayed effortless expertise . 
82 
101 Staff had obviously received training . 
86 
5 When under pressure, staff couldn't cope . 
79 
103 Staff were amateur without proper training . 
75 
6 Staff didn't know what they were doing . 
82 
69 Staff were committed to pleasing customers . 
65 
10 Staff were not more than helpful . 
79 
105 Staff were helpful but not fhendly . 
79 
15 Staff put the rules before your request 
- . 
50 
- 10 T Staff didn't care whether you were pleased or not . 73 
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Table 7.4. The Frequency of Output Quality Statements 
No Statements Q-Sort Result 
93 The whole experience in the hotel was 
exceptionally good 
. 85 
40 I think the whole experience in the hotel was 
better than I expected 
. 92 
117 The hotel was pretty typical of it's type . 
60 
45 The hotel didn't make any impression on me . 82 34 I didn't like the hotel at all . 93 
95 The hotel was good value for money . 73 119 The hotel was expensive but worth the extra . 79 
50 I think, I only got what I paid for . 
57 
121 The hotel wasn't quite good enough for it's prices . 
75 
36 The hotel wasn't worth the money . 
76 
Table 7.5. The Frequency of Access Statements 
No Statements Q sort Results 
81 It was easy to find your way around the hotel . 
78 
107 If you looked around there were directions and . 
75 
information to help you find things 
20 Only if you looked hard where directions and . 
82 
information to help you find things 
109 You searched in view for information and . 
82 
direction 
22 It was easy to get lost and miss out on things . 
95 
because there was so little information 
Table 7.6. The Frequency of Timeliness Statements 
No Statements Q-Sort Result 
21 The meal service was very fast . 
88 
70 The meal was a bit quicker than I expected . 
82 
129 The meal service was as quick as I expected . 
71 
75 The meal service was slower than I expected . 
82 
62 The meal service was too slow to endure . 
78 
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Table 7.7. The Frequency of Reliability Statements 
No Statements Q-Sort Result 
91 The billing was always clear and accurate . 66 
113 There were small mistakes in the bill but not 
serious. 
. 75 
35 You never sign any bill without checking it . 71 115 It was never clear what you paid for . 53 
32 You had to constantly dispute items on the bill . 
71 
83 The hotel always delivered what it promised . 80 
25 I was offered the services when I asked for them . 50 
111 When the promised services arrived, they were 
just minimum 
. 
50 
30 You had to ask repeatedly for the services you 
were let to expect 
. 
51 
83 The hotel did not deliver any of its promises . 
80 
This analysis provided provisional evidence that such a dimension is valid as the sample 
agreed that they described the definition of corresponding dimension. 31 sets of scales 
were tested, but only 10 sets of scale are qualified. If there are more than two scales 
which qualified as a result of this process, only two of them which scores the highest 
rating are selected. Although some of the internal items' scores are marginally below the 
qualifying criteria of 60%, they are included to the qualified scales as this score can be 
improved in the sequence test which is to be employed in the next stage. 
7.4.2.2 Q Sort Process H: Testing The Sequence of Statements 
The task of this procedure is to ascertain whether the statements could be sequenced in a 
way representing the continuum of most favourable to least favourable. In other words, 
this task provides evidence of the existence of a psychological continuum of the 
dimension in question. A template that corresponds to this continuum is in the most 
acceptable to least acceptable order. Therefore, the subjects are asked to rank each of 
the `set of five' statements into an order from most acceptable (1) to least acceptable (5). 
A consensus was approved by the application of the Q-sort rule. In this stage, however, 
the agreement point was raised to 65% in order to increase the reliability of findings. 
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This process was repeated three times with an average sample of 30 people. At the end 
of each study the scale items have been edited and improved (details are in Appendix 
C. 2. ). It the final stage 42 subjects and 25 Automobile Association (AA) hotel 
inspectors participated to the study. There was no significant difference between them 
(Appendix C. 2., Q Sort 5). Table 7.8. through 7.13. show the qualified scales as a result 
of this process. 
Table 7.8. The Sequence of Physical Quality Statements (n=67) 
No Statements Q-sort result 
1 The decor was beautifully co-ordinated with a great 
attention to detail and clear vision. 
. 99 
2 Some thought had gone into the decor, it had an 
obvious style 
. 
99 
3 There was some style in the decor, but it was not 
beautiful . 
93 
4 The decor was let down by lack of thought and 
lack of style 
. 94 
5 The decor was a tasteless jumble 100 
lb The hotel was clean and tidy 100 
2b The hotel was clean but a bit messy . 
81 
3b The hotel cleanliness was just about tolerable . 
73 
4b The hotel didn't seemed to be cleaned properly . 82 5b tel was dirty and un-hygienic . 94 
Table 7.9. The Sequence of Staff Behaviour and Attitude Statements (n=67) 
No Statement Q-sort result 
1 Staff were really good, they displayed effortless . 
96 
expertise 
2 Staff were competent and had obviously received . 94 
some training 
3 Staff competence tended to breakdown when under . 
70 
pressure 
4 Staff were not very competent and had not been . 
68 
trained properly 
5 Staff were incompetent and did not know what . 
99 
they were doing. 
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Table 7.10. The Sequence of Output Quality Statements (n=67) 
No Statements Q-sort result 
1 The whole experience of the hotel was 
exceptionally good - simply wonderful 
. 99 
2 I think the whole experience in the hotel was just 
better than I expected 
. 88 
3 The hotel was OK and pretty typical of it's type . 85 4 The hotel didn't make any impression on me . 87 
5 1 didn't like the hotel at all . 
96 
Table 7.11. The Sequence of Accessibility Statements (n=67) 
No Statements Q-sort result 
1 It was very easy to find your way around the hotel . 
93 
2 If you looked around there were directions and . 
93 
information to help you find things 
3 You had to search hard for directions and . 
88 
information to find things 
4 You searched without success for information and . 
79 
direction 
5 It was impossible to find your way around the hotel . 
87 
because it was a complete maze 
Table 7.12. The Sequence of Timeliness Statements (n=67) 
No Statements Q-sort result 
1 The meal service was well timed and efficient . 
99 
2 The meal service was quite punctual . 
90 
3 The speed of meal service was adequate . 
90 
4 The meal service was much slower than I expected . 
94 
5 The meal service was too slow to endure . 
96 
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Table 7.13. The Sequence of Reliability Statements (n=67) 
No Statements Frequency 
1 The hotel always delivered exactly what it promised . 99 2 The hotel delivered on most of its promised services . 69 
exactly, but some were minimal. 
3 The hotel supplied the promised services, but it was . 65 only minimum requirement. 
4 Although promised, services provided were . 
87 
minimal, even following my persistent request. 
5 The hotel did not deliver any its promise . 
88 
This test established provisional evidence about the validity of dimensions so that they 
were defined at least one per set of scale plus two sets for physical quality are passed. 
As a result of this process 35 statements are qualified under the rule of 65%. 
At this stage the decision is taken to include the food variable which had failed to define 
physical quality in the Q-sort test. The idea was to see how food was perceived in the 
hotel context. The nominated food scale, which is ranked from most acceptable to least 
acceptable is as follows: 
The food was delicious, well presented and, with plenty of choice 
The food was tasty, not well presented, but plenty of choice 
The food was bland and the choice was sufficient 
The food was bland with insufficient choice 
The food was tasteless and poorly presented and we had little choice 
In view of this, the final questionnaire included 40 statements and some of the other 
variables. 
7.5 DEVELOPMENT OF THE LIKERT SCALE 
This scale composed of multi attribute of service quality, but uses the Likert scale as a 
rating scale. Using Q-sort test also develops this scale. However, the qualifying 
criterion is raised up to 70% in order to reduce the risk of overlapping between the 
scales. 
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A bank of statements is established by compiling the items from the Q sort studies 1 and 
2 under the above rule (Appendix C. 3., Table C. 25). Hinkin et. al., (1997) suggest that 
four to six statements should initially be nominated for a scale in order to maintain its 
reliability. Some of the dimensions were not sufficient statements according to this rule. 
Therefore, 36 new items were generated through the deductive approach by also 
reviewing the previous service quality studies conducted in hotels. The eligibility of 
these items were then tested by Q-sort study (Appendix C. 3., Q-Sort Study 6). As a 
result of this process 13 statements were qualified and these are added to the first bank 
of statements. 
Table 7.14. shows the final bank of statements qualified through the Q-sort studies 1,2, 
and 6. 
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Table 7.14. The Bank of Statements: The Likert Scale 
No Dimension Q-Sort Results 
Physical Quality 
1 The decor was a tasteless jumble 
. 
89 
2 The decor was beautifully co-ordinated with a great attention to 
detail . 
85 
3 Everything in the room worked and was easy to use . 
85 
4 el was dirty and un-hygienic . 
71 
5 The hotel was clean and tidy . 
60 
6 The hotel equipment (chairs, hairdryer, TV, air conditioning, 
telephone, etc. ) were useful or making my visit pleasant. 
. 89 
7 The mechanical equipment was operating properly . 95 8 The hotel was bright and well lit . 95 Staff Behaviour and Attitude 
9 Staff displayed effortless expertise . 
82 
10 Staff didn't know what they were doing . 
82 
11 Staff recd sed you . 
78 
12 Staff seemed to anticipate what I wanted . 
76 
13 Staff were helpful andfriendly . 74 14 Staff listened to me . 84 
Output Quality 
15 The whole experience in the hotel was exceptionally good-simply 
wonderful 
. 
85 
16 I didn't like the hotel at all . 
93 
17 The hotel made it easy to escape from the normal life . 80 18 The hotel guests were the sort of people I liked to meet . 78 19 The hotel was extremely good value for money . 73 20 The hotel wasn't worth the money . 
76 
21 I think the hotel was not suitable for spending a holiday . 84 
Accessibility 
22 It was easy to get lost and miss out on things, because there was so 
little information . 
95 
23 It was very eas to find your way around the hotel . 
78 
24 It was easy to find the hotel facilities . 78 
25 It was easy to find out what was going on . 84 
26 They were not very orthcomin with information . 78 
Timeliness 
27 The meal service was well timed and efficient . 
88 
28 The meal service was too slow to endure . 
78 
29 Everything arrived with an impressive speed . 
83 
30 M orders arrived immediatel . 
84 
31 The waiting time or the service was minimum . 78 
Reliability 
32 The hotel always delivered exactly what it promised . 
78 
33 The hotel did not deliver any of its promises . 
80 
34 You had toconstantly dispute items on the bill. . 
71 
35 The hotel 's records and transactions were accurate . 78 
36 The alwa s did somethin to compensate, when things went wrong . 69 
223 
Y. Ekinci CHAPTER 7: Methodology III 
As can be seen from the final bank of statements consists of 36 items. Twenty four of 
these items are taken from the first and second Q-sort studies and 13 of them (in italics) 
come from the Q-sort study 6. 
If there are more than six statements qualified by the rule of 70%, the six statements that 
received highest score are selected in order to form the final scale. If there are only four 
statements for a dimension, an additional statement, which is close to this qualifying 
criteria, is selected (only one of the reliability statement). 
The external statements of the indirect rank scale qualified in the previous studies (Q-sort 
1 to 5) are also added to the bank of statement without considering this qualifying 
criteria in order to make a comparison between these two scales (only one of the physical 
quality item was in fact, below 70%). For example, statement 1 and 2 in Table 6.14. 
represent the positive and negative external statements of the physical quality dimension. 
7.6 THE RESEARCH INSTRUMENTS 
Two types of questionnaires are developed corresponding to the research objectives. 
The first instrument is The Indirect Rank Questionnaire and the second one is The Likert 
Scale Questionnaire. 
7.6.1 The Indirect Rank Questionnaire 
The indirect rank questionnaire consists of three sections: the measurement scale, the 
control variables about hotels and the demographic information (see Appendix C. 5. ). 
Section 1 of the questionnaire, which includes the sample of the measurement scale, is 
illustrated below. 
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HOTEL SURVEY: We want to know how you feel about the hotel you have just stayed in. Please 
circle either "yes" or "no" to each of the following statements. 
No HOTEL STATEMENTS YES NO 
1 There was some style in the decor, but it was not beautiful yes no 
Eight sets of scales which consist of 40 statements are distributed randomly and 
presented with a set of instruction. The categorical rating scale (yes or no) is used for 
this questionnaire. 
Section 2 of the questionnaire contains variables about the hotel 
questionnaire is shown below. 
About your hotel, Please tick (4) as appropriate: 
1. If you stayed in the hotel please indicate the star rating. 
1 Star Q2 Star Q3 Star Q4 Star Q5 Star Q 
2. If you stayed in the Guesthouse please indicate the quality (Q) rating. 
1QQ 2 QQ 
3. Architectural style 
3QQ 4QQ 5QQ 
Traditional Q Modern Q 
This part of the 
4. Which one of the following alternatives best describes the location of the hotel. Please tick only one 
City Centre Q Small Town Q Countryside Q 
City Suburb Q Large Town Q Coastal and Mountain Resort Q 
The hotel variables include type of hotel, grading of hotel, architectural style and location 
of hotel. The hotel grading is designed according to AA (Automobile Association) 
schema. The information about the location of hotel is compiled from the literature 
(Medlik, 1994). 
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Section 3 of the questionnaire is about demographic variables. The is displayed as 
follows: 
About Yourself. Please tick (4) as appropriate 
1. Sex: Q Female Q Male 
2. Age: 016to24,1125to34,035to44 
3. Purpose for travelling: 
4. Income group 
Q Business 
Q45 to 54 Q55 and over 
Q Leisure and domestic 
Q up to £15,000 
Q £15,001 to £22,000 
Q £22,001 to £35,000 
Q £35,001 and over 
5. Nationality, please state: 
6. How many occasions do you usually stay in a hotel during a typical year? Please tick as appropriate. 
up to 5Q between 6- 10 Q between 11 - 20 Q more than 20 Q 
7. If you were given a free choice, would you return to this hotel?. Yes Q No Q 
8. Would you recommend this hotel to your friends? Yes Q No Q 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE. 
Question 1 to 4 groups respondents according to their socio demographic variables such 
as age, gender, income, and purpose of travel. Question 5 aims to control respondents' 
nationality as the study intends to capture only British citizens' perception of service 
quality. Question 6 is about the sequence of hotel visit. The questions, q7, q8 are 
designed in order to capture respondents' behavioural intention. 
7.6.2 The Likert Scale Questionnaire 
The Likert scale questionnaire consists of three parts; (1) variables about the 
respondents, (2) the measurement scale, and (3) variables about the hotels (see Appendix 
C. 4). 
Section 1 is about the demographics of the sample. 
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About Yourself (confidential), Please tick. 
1. Iama: 
2. My Age group is: 
Q Female Q Male 
Q35 to 44 Q 16 to 24, 
Q45 to 54, 
3. My occupation : 
4. My nationality : 
Q25 to 34, 
055 to 6411, Q65 and over. 
The purpose of questions 1 and 2 aims to collect information about respondents' age and 
gender (ETB, 1994). Question 3 classifies people in to the socio-economic groups 
according to their occupation (JICNRS, 1978), whereas question 4 is designed to control 
subjects' nationality. 
Section 3 is concerned with the measurement scale, which is illustrated below. 
HOW TO ANSWER? We want to know how you feel about the hotel you have just stayed in. There is 
no right or wrong answer - all we are interested in is a number that best shows your perceptions about 
the quality of hotel. 
Please rate each statement from (1) to (5) where circling (1) means you Strongly Disagree with the 
statement and (5) means you Strongly Agree with it. You may circle any of the numbers in the middle 
that show how strong your feeling is. Please answer all questions. 
For example 
Strongly Disagree Undecided Agree Strongly 
Disagree Agree 
1 2 4 5 
N HOTEL QUALITY STATEMENTS Strongly Dis- Un- Agree Strongly 
o Disagree agree decided Agree 
1 2 3 4 5 
1 The hotel was clean and tidy 1 2 3 4 5 
This section contains the 36-item scale administered along with self-instructions. The 
measurement scale uses the five point Likert scale labelled on all response categories 
(the 
rationale for the selection of rating scale is explained in Chapter 6) 
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Section 3 of the questionnaire is displayed below. 
1. About your accommodation? Please tick. 
Type? ? Hotel ? Apart Hotel ? Holiday Village ? Others 
Grading? ?1 star ?2 star ?3 star ?4 star ?5 star 
2. How long did you spend in this accommodation? 
3. Is this your first visit to this hotel? Please tick. Yes 7 No 
4. How likely is it that you would return to this hotel? Please circle the appropriate number. 
Extremely Unlikely 12345 Extremely Likely 
5. How likely is it that you would recommend this hotel to your friends? 
Extremely Unlikely 12345 Extremely Likely 
6. How would you rate the overall quality of hotel? 
Very Poor Quality 12345 Excellent Quality 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE. 
Question 1 has two parts; the type of hotel and the grading of hotel. Question 2 is 
concerned with the length of stay. Question 3 is about the history of visit whereas 
Questions 4 to 6 are designed to investigate the external validity of the scale. 
7.7 CONCLUSION 
This study shows that determining an optimum statement is critical issue in scale 
development and this process is important for providing the content validity of 
dimensions. Two scales have been developed by using Q sort technique: The Indirect 
Rank Scale and The Likert Scale. In order produce the first instrument initially 31 sets 
of scales consisting of 155 statements were generated, but 35 of these statements were 
found to be valid for describing six dimensions. By employing the same procedure the 
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Likert scale is constructed with 36 statements from a pool of 191 statements (155 from 
indirect rank scale plus 36 from the Q sort study 6). 
These two scales are then served as a basis for constructing the two research 
instruments: The Indirect Rank Questionnaire and The Likert Scale Questionnaire. The 
first instrument includes 40 service quality statements (including the food scale) cast into 
the eight sets of scales. This questionnaire also contains the demographic variables about 
respondents and the control variables about hotels. 
The second instrument consists of 36 service quality attributes, which are divided into six 
dimensions. This scale uses the five point Likert scale labelled on every response 
categories. The final questionnaire, which uses this scale also, contains demographic 
variables and control variables about hotels. 
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CHAPTER 8 
FINDINGS; THE APPLICATION OF THE SCALES WITCH HAVE 
BEEN DEVELOPED 
8.1 INTRODUCTION 
The methodology chapters have shown how the two separate scales were developed. 
The scales were then applied in two discrete studies. This chapter presents the findings 
of the two studies. The first study is an application of the developed scale using Likert 
scale, which was applied in Turkey. The second scale is an indirect rank scale applied in 
UK hotels. 
At the outset it is important to state that each scale will be analysed and checked for 
validity and reliability before being taken forward to the Guttman Procedure. It is this 
latter procedure which will be used to establish the validity of the six dimensions which 
form the basis of the methodology. 
The presentation of the findings begins with the study of the Likert scale data, which is 
then processed through to the Guttman methodology. This is followed by the Indirect 
Rank scale, which is also analysed by a Guttman procedure. The findings conclude with 
a comparative analysis of both studies. It should be noted that the majority of the 
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analyses were conducted through the SPSS© for Windows 6.3 version (Norusis, 1993), 
except the Guttman scaling which was performed manually due to the unavailability of 
the software program. In order to facilitate understanding of intricate procedures the 
findings are presented according to the sequence of analysis. 
8.2 THE FINDINGS OF STUDY 1: THE LIKERT SCALE QUESTIONNIARE 
8.2.1 Introduction 
This study was conducted in two resort areas of Turkey. The Likert scale questionnaire 
was applied to 308 British tourists (see Appendix C. 4. The Likert Scale Questionniare). 
The presentation of the findings begins with a description of the research design, which is 
then followed by some key sample descriptors, and the results of the study. Then, the 
total sample broken down by key sample variables for analysis. After that the analysis 
returns to scale procedure. This section begins with test of reliability and validity. This 
is followed by a procedure to transfer the scale from the Likert to the Guttman format. 
The final process is to analyse the original data by Guttman methodology. 
Figure 8.1. shows the methodological process followed in this study. 
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Figure 8.1. The Methodological Process 
SCALING PROCESS; Developing Two Types of Instruments: 
The Likert Scale and The Indirect Rank Scale 
TESTING OF THESE SCALES 
STUDY 1 STUDY 2 
The Likert Scale Questionnaire The Indirect Rank Test Questionnaire 
36 items 40 items 
Application in Resort Hotels 
The British Holidaymakers 
DATA ANALYSIS 
A. Inernal, External Consistency 
B. Guttman Methodology 
Application in UK Hotels 
Customers and The AA Inspectors 
DATA ANALYSIS 
Guttman Methodology 
COMPARING THE TWO 
STUDIES 
As can be seen in Figure 8.1. the presentation of findings starts with The Likert scale 
questionnaire. 
8.2.2 Description of The Sample 
The research contained British holidaymakers from different age groups and social 
status. It was necessary to control the sample with only British nationals 
due to the 
comparison of the results with a sample collected from a UK study. 
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Two strategies were employed in the distributing of the questionnaire in the Turkish 
seaside resorts namely Marmaris and Bodrum. Firstly, co-operation with the hoteliers 
was sought, secondly, with two local tour operators. 
The purpose of the research was explained to twenty hoteliers who were selected 
randomly. Seven of them agreed to participate in the research. The hotels were located 
in both the Bodrum and Marmaris region. The holidaymakers were asked to complete 
the questionnaires and deliver them to the reception before checking-out. 
In the case of tour operators, the questionnaires were completed in the transfer bus on 
the way to the airport. Fortunately, two or three buses left from the resort to the airport 
everyday as it was the peak season. The buses were selected randomly and the purpose 
of the research was explained to the holidaymakers before filling out the questionnaires. 
A total of 308 questionnaires was collected from both the tour operators and hotels, and 
of these 292 were retained and 16 of them excluded from the survey due to large amount 
of missing information. There was no clash between those holidaymakers who filled out 
the questionnaire in hotels and in buses due to the fact the hotel customers were either 
travelling independently or travelling with different tour operators. 
Demographic variables were used to perform an exploratory analysis in order to identify 
possible chances of the perception of service quality. 
corresponding to hotels are presented in Appendix D. 1. 
8.2.3 Some Characteristics of the Sample 
Details of the key variables 
The demographic structure of the holidaymakers was examined according to gender, age 
and socio economic groups. It is also worth stating that the demographic structure of 
the sample shares many similarities with other surveys collected from another part of 
Turkey (Ozturk, 1996; Unel, 1995). 
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Gender The sample contains 48.3% female and 49.3% male. 2.4% of the respondents 
did not register any of these categories. 
Age Group The age structure of the sample are divided into the six categories. The 
findings are shown in Figure 8.2. 
Figure 8.2. Age Group (n=292) 
29.8% 
...................... 
30 
25 
20 
15 
10 
5 
0 
As can be seen in Figure 8.2., the data displays a wide distribution on the age categories. 
The figure also demonstrates that the destination is popular among the four age groups: 
16-24,25-34,35-44,45-54, which accounts more than 90% of the total sample. 
Socio Economic Group The respondents were classified into their socio economic class 
according to their occupations (JICNARS, 1978) 
socio economic groups. 
Figure 8.3. illustrates the sample's 
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Figure 8.3. Socio Economic Class (n=279) 
According to Figure 8.3., the majority of the sample belongs to the lower-middle class 
(50.1%) and skilled-working class (21.9%). The research was surprised to capture less 
middle-class and no upper-middle class holidaymakers. However, this may be accounted 
for by the few numbers of executives taking holidays in Turkish resorts due to poor 
positioning in market such as cheap holiday destination. Similarly, the small percentage 
of Class E respondents may confirm the general opinion that taking an overseas holiday 
is an expensive economic activity for those who have a limited disposable income. 
8.2.4 Findings of the Survey: The Likert Scale Data 
Despite obtaining preliminary validation through a series of Q sort tests, the 36 item 
service quality scale, had to be re-validated by the survey data. Consequently, this 
section aims to assess the psychometric properties of the scale. The analysis involves 
testing the overall performance of scale and the performance of each item. The main 
vehicle for this analysis is correlation statistics including established measures of 
reliability and validity. The examination of the data begins with the output of the survey 
for the total sample. This is, then subjected to analysis by demographic variables. 
8.2.4.1 Holidaymakers' Evaluation of Service Quality 
The exploration of the data revealed that the scale items have a normal distribution. 
Table 8.1. shows the item mean scores and the standard deviation for the total sample. 
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Table 8.1. Holidaymakers' Evaluation of Service Quality (n=292) 
Chapter 8: Findings 
No Dimension Mean * Standard Dev. 
1 Physical Quality 3.46 1.22 
2 3.71 1.06 
5 3.84 1.12 
10 4.12 1.01 
18 3.09 1.23 
33 3.89 1.16 
34 3.66 1.16 
36 4.27 1.13 
3 Staff Behaviour and Attitude 4.32 . 
85 
4 3.59 1.10 
7 3.74 1.13 
12 4.22 
. 
91 
13 4.06 
. 
92 
27 4.17 . 
99 
6 Output Quality 4.12 1.17 
14 3.54 1.15 
16 3.69 1.10 
23 4.11 1.14 
30 3.79 1.11 
35 3.65 1.04 
8 Accessibility 4.54 . 
77 
15 3.59 1.14 
19 4.31 . 
68 
21 3.65 . 
99 
24 4.08 . 
78 
9 Timeliness 3.59 1.09 
11 3.56 1.21 
17 4.12 . 
88 
26 3.56 1.02 
31 3.38 1.07 
32 3.19 1.12 
20 Reliability 3.48 1.14 
22 3.68 . 
94 
25 3.28 1.02 
28 4.05 1.06 
29 4.27 . 
89 
The mean and st. dev. of the sample n=217 ** 3.83 . 
62 
* Minimum scores attainable on SQ =1 Therefore the lower the score the higher the 
level of SQ for all items due to reversal of negative items (see questionnaire in Appendix C. 4. ) 
** The total sample size is reduced due to the use of listwise deletion for missing variables. 
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As can be seen from the mean score in Table 8.1., the highest level of service quality 
ratings are recorded for the following items. 
. 
it was impossible to find your way around the hotel, because it was a complete 
maze (Q8) 
staff recognised you (Q3) 
it was very easy to find your way around the hotel (Q 19) 
you had to constantly dispute items on the bill (Q29) 
the hotel was dirty and un-hygienic (Q3 6) 
Due to the fact that the sample consists of large amount of medium size hotels and the 
duration of the visit was long (one or two weeks). This may have caused a high mean 
score for the accessibility items. 
Although no service quality attribute received poor rating, (below the mean score of 3) 
some specific items were particularly indicated at a marginal level of service quality: 
the decor was beautifully co-ordinated with a great attention to detail (Q 18) 
everything arrived with an impressive speed (Q32) 
they always did something to compensate, when things went wrong (Q25) 
my orders arrived immediately (Q3 1) 
the hotel equipment (chairs, hairdryer, TV, air conditioning, telephone, etc. ) 
were useful for making my visit pleasant (Q 1) 
It should be noted that the first and last items of the above list have displayed the highest 
standard deviation. This may provide evidence of large distortion for evaluation of 
service quality as it is perceived subjectivity. This finding can be explained by a number 
of reasons in response to this study. First, despite attempts to classify the hotels 
according to their location (the resort hotel), the physical attributes specified in the 
statements may have a considerable variation. Second, due to inclusion of the 
"undecided" response label, holidaymakers used the middle part of the scale to express 
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their `uncertainty' when the hotel did not have some of these physical quality attributes 
defined in the statements. Third, the same rating may be used when the holidaymakers 
had no opinion about the condition of physical quality. 
In order to identify differences between demographic and descriptive variables ( age, 
gender, socio class, type of hotel and grading) the Analysis of Variances (ANOVA) and 
the "t test" were conducted as appropriate. The detailed statistical analysis is shown in 
Appendix D. 2. No statistically significant differences were found in the following 
variables; age, gender, socio class, type of hotel. Significant differences were found in 
the group of hotel grading. This may explain why the physical quality received a high 
standard deviation in the sample. 
8.2.4.2. Item Analysis for External and Internal Consistency 
The main objective of the analysis was to test the performance of the scale items. 
Therefore, the items were checked by Pearson's Product-Moment Correlation. Then the 
process of item analysis is presented in two parts: External Consistency and Internal 
Consistency. 
8.2.4.2.1 Internal Consistency 1: Item-to-Total Score Correlation 
In order to provide the internal consistency, each item should correlate with the total 
score of the scale. In other words, the overall scale is treated as a unidimensional 
instrument measuring service quality. Hence, the relationship between each item and this 
score is investigated. Table 8.2. shows the correlation of each item to total score and its 
reliability assessed by using Cronbach's Alpha measure (Cronbach, 1951). 
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Table 8.2 Internal Consistency of the Scale 1: Item-to-Total Score Correlation 
No Dimension Item to total 
Correlation 
No Dimension Item to total 
Correlation 
1 Physical Quality . 
40* 8 Accessibility 
. 
27* 
2 . 
45* 15 
. 
42* 
5 
. 
60* 19 
. 
35* 
10 . 
61 * 21 
. 
63 * 
18 
. 
63 * 24 
. 
42* 
33 
. 
58* 9 Timeliness 
. 
58* 
34 
. 
55* 11 
. 
48* 
36 
. 
56* 17 
. 
36* 
3 Staff Behaviour and 
Attitude . 
38* 26 
. 
60* 
4 
. 
60* 31 
. 
65* 
7 
. 
68* 32 
. 
68* 
12 
. 
63 * 20 Reliability 
. 
75* 
13 
. 
72* 22 
. 
55* 
27 
. 
58* 25 
. 
62* 
6 Output Qual it 
. 
52* 28 
. 
56* 
14 
. 
80* 29 
. 
42* 
16 
. 
67* 
23 
. 
63* 
30 
. 
76* Total scale reliability: Cronbach's Alpha =. 94 
35 
. 
23* 
* Significant at . 
001 
As can be seen from the correlation score in Table 8.2., most of the items, except item 
35, and item 8, displayed either moderate or high correlation to total score (p <. 005). 
These items appear to have an important contribution to the measurement of service 
quality. Item 35 and item 8 may be deleted as their score is lower than the suggested 
cut-off value: +. 30 or -. 30 for item analysis (Clark et. al., 1998). The most obvious 
interpretation of such a low correlation value is that these items have a weak relationship 
with the other items and do not strongly associate with the nominated construct, which is 
service quality in this example. 
The emerging high total scale reliability score (Cronbach's Alpha =. 94) also suggests that 
the 36 item scale explains the construct of service quality by more than 90% and 
produces only 6% error (Cronbach, 1951; Churchill, 1979). 
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8.2.4.2.2 Internal Consistency 2: Item-to-Total Score Correlation 
As the scale contains nominated dimensions, it is necessary to check the internal 
consistency of each scale. To do this, the scale items were allocated to the proposed 
dimensions. By the same token, each sub-scale was treated as a unidimensional 
instrument defined by a group of items. Table 8.3. illustrates the reliability and mean 
score of each dimension, as well as item to dimensions total score correlation. 
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Table 8.3. Internal Consistency of the Scale 2: Reliability, Overall Mean Score and 
Item-to-total Correlation of Six-Service Quality Dimensions 
No Dimensions Cronbach 
Alpha (co 
Item to 
Total 
Correlation 
Overall 
Mean 
1 Physical Quality 
. 
85 
. 
49 3.75 
2 
. 
34 
5 
. 
61 
10 
. 
62 
18 
. 
64 
33 
. 
62 
34 
. 
64 
36 
. 
63 
3 Staff Behaviour and Attitude . 
86 
. 
53 4.02 
4 
. 
66 
7 
. 
71 
12 
. 
76 
13 
. 
73 
27 
. 
53 
6 Output Quality 
. 
81 
. 
52 3.82 
14 
. 
73 
16 . 
58 
23 . 
67 
30 . 
64 
35 . 
25 
8 Accessibility 
. 
56 . 27 4.03 
15 . 26 
19 . 
34 
21 . 
39 
24 . 
42 
9 Timeliness . 
83 . 
65 3.57 
11 . 
57 
17 . 
41 
26 . 
60 
31 . 
67 
32 . 
65 
20 Reliability . 
77 
. 
58 3.74 
22 . 
54 
25 . 
52 
28 . 
62 
29 . 
52 
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From the holidaymakers' rating of service quality, the mean score of the scales is 
substantial. In particular the ratings for the dimension of `accessibility' (4.03), and `staff 
behaviour and attitude' (4.02) are high It is also apparent that the lowest mean score 
accounted for the dimension of timeliness (3.57) compared with the other dimensions 
Overall, the analyses displayed a consistent pattern similar to the previous section. With 
reference to Table 8.3., most of the item-to-total dimension score was above the 
acceptable point. This means that the group of items displays a consistent relationship 
between them and therefore, the scale has a homogenous structure in representing the 
corresponding dimension. 
As in the previous section, `item 35' produced a low correlation score (r = . 
25) to output 
quality. By the same token, this item contributes less to the measurement of its 
dimension. Similarly, two of the accessibility items' correlation score, Q8 and Q15 are 
below the suggested cut-off (+. 30) value. However, from the evidence of reliability 
analysis, deletion of these items do not improve scale reliability and therefore, the items 
are sustained for later analysis. A significant correlation coefficient between the items 
provides further evidence of internal consistency except item 35 (see Appendix D. 3. ). 
As can be seen from the Cronbach's Alpha scores in Table 8.3., four of the scales, 
`physical quality' (85), `staff behaviour and attitude' (86), `output quality' (81) and 
`timeliness' (83) are highly reliable scales (Nunnally, 1967). The reliability scale also 
produced a moderate reliability score (77). Although the accessibility scale is the only 
one which produces a low reliability score (56), Nunnally (1967) suggests that this 
score should be accepted as a minimum requirement for the early stages of scale analysis 
and there is always a chance for an improvement with further sampling. 
8.2.4.2.3 External Consistency 1: Total Scale to External Criteria Correlation 
Having established a degree of internal consistency in the scale, the examination 
continues with its relationship to the external criteria. A major objective in the 
development of a scale measuring consumer behaviour is to ascertain its criterion 
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validity. This is established by the degree to which the scale meets concurrent and 
predictive validity criteria. A clear consensus among researchers on the measurement of 
concurrent validity suggests that the scale items should correlate highly with an overall 
measure of the construct. With reference to this criteria, holidaymakers' rating of overall 
service quality is regressed on the overall quality score measured by a five point anchor 
scale labelled with `very poor quality' (1) to `excellent quality' (5). 
An evidence of predictive validity suggests the scale should have a consistent relationship 
with a measure of behavioural intention. In this study, two separate scales assess the 
measure of behavioural intention: intention to return and intention to recommend. Both 
scales are used the five point anchor scale labelled `extremely likely' (5) to `extremely 
unlikely' (1). 
Table 8.4. shows the intercorrelation, mean and standard deviation score of the above 
scales. 
Table 8.4. The Product Moment Correlation, Mean Score and Standard Deviation of 
the Overall Quality Scale and the Behavioural Intention Scales 
Correlation Overall quality Return Recommend 
Overall quality 1 
Intention to return . 
71 1 
Intention to recommend . 
82 
. 
82 1 
Mean 3.79 3.18 3.57 
Standard Deviation 1.10 1.47 1.40 
According to the overall mean scores of these scales, the holidaymakers rated the quality 
of services high and their behavioural intention scores are also consistent with this rating. 
Table 8.5. shows the criterion validity of 36 item scale which is divided by concurrent 
validity and predictive validity criteria. 
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Table 8.5. The Criterion Validity of The Scale: Regression Analysis 36 Items 
Concurrent Validity Predictive Validity 
Overall Quality Intention to Return Intention to Recommend 
Multiple R . 
85 . 74 . 82 
R Square 
. 
72 
. 
55 
. 
68 
Adjusted R Square 
. 
67 
. 
46 
. 
62 
Standard Error 
. 
61 1.075 
. 
85 
F. Ratio 13.51 6.16 10.97 
Significant F. 
. 
000 
. 
000 
. 
000 
It is evident in Table 8.5., that the scale has a high degree of concurrent validity since all 
the items correlate with the overall quality score (r =. 85). What is also notable that the 
indirect measure of 36 item scale predicts the holidaymakers' behavioural intention 
measured by intention to return (r=. 74) and intention to recommend (r = . 
82) scales. A 
pragmatic reason why the intention to return scale produced a lower correlation score is 
that the holidaymakers seek to visit new locations in order to obtain different experience 
and therefore, they did not rate this scale high even if they were very happy with the 
quality of hotel services. 
8.2.4.2.4 External Consistency 2: The Sub-Scales to External Criteria Correlation 
The criterion validity of each scale is also assessed by regressing the global measure of 
overall service quality and behavioural intention measures onto the group of scale items 
which define dimensions. Table 8.6. shows the findings of regression analyses reference 
to six service quality dimensions. 
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According to Table 8.6. all the sub-scales have a significant contribution to global 
estimation of quality and more than 50 % of the variance is explained by the measure of 
each dimension (p < . 
000). 
The regression analysis which is used to test the predictive validity suggests that each of 
the scales makes a strong contribution to estimating the holidaymakers' behavioural 
intention (intention to return and intention to recommend). These are similar to the 
findings obtained in the previous section (Table 8.5. ) 
What is also notable from Table 8.6. is that the `dimension of output quality' produced 
the largest amount of concurrent (r =. 76) and predictive validity scores (r = . 
62, r= . 
73) 
compared with the other scales. This result partly confirms Lewis's (1987) suggestion 
that output quality is an important dimension in assessing hotel service quality. These 
findings may be accounted because output quality was defined as an overall evaluation of 
service, which corresponded to the benefit of hotel product consumers are essentially 
seeking. Therefore, this may support the following linear relationship between the 
service quality and output quality: the more consumers fulfil their wants and needs, the 
higher they rate the hotel services quality. 
8.2.4.3 Summary of the Likert Scale Data 
An analysis of the data suggests that there are no significant differences amongst the 
group of holidaymakers belonging to the different demographic variables. The only 
statistical significance was obtained in the evaluation of service quality between some of 
those holidaymakers who stayed in different hotels classified according to the star 
grading. 
The aim of this analysis was to establish the reliability and validity of the thirty 36 item 
scale. The items had been subjected to various tests of external and internal consistency . 
Overall, the employed Likert methodology suggests that the thirty six item scale is a 
reliable and a valid instrument. This conclusion is also valid for the performance of each 
scale. 
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Owing to the item analysis statistics, item 35 should be deleted from the scale, since it 
produced a low correlation score in representing both service quality and the dimension 
of output quality. Despite the fact that the exclusion of this item marginally increased the 
total scale reliability of the 36-item scale and the output quality scale, this was not 
substantial. Consequently, this item is retained and the 36-item scale is now to be 
exposed to the Guttman scale analysis. 
8.2.5 Findings of the Survey: The Guttman Scale Data 
Although the scale items have been showed to produce a reliable and valid measure by 
the initial item analysis, the unidimensional structure of the proposed dimensions has yet 
to be confirmed. Thus, the major objective of the Guttman methodology was to assess 
the unidimensional structure of the scales which is an essential element of construct 
validity. Therefore, the focus has changed from the overall scale and its items to the 
nominated dimensions. By the same token, this methodology provides evidence about 
the scalability of each construct and therefore, evidence about the validity of each 
dimension in the evaluation of hotel service quality. 
The construction of the Guttman scale involves either a categorical or polytomous 
response scale. This means that the rating scale should have either two or three response 
categories in the rating scale (Edvards, 1957). As stated in Chapter 6, the labelled Likert 
scale was chosen according to recommendations in previous studies (see section 6.8.4 
Selection of the Rating Scale). This strategy was also useful for transferring the 
response categories into the Guttman scale format with a minimum loss of information 
(Schuessler, 1952). In order to protect the originality of data as much as possible 
`strongly agree' (5) and `agree' (4) categories were merged into a single category and 
the new category has become to `agree' (2). Similarly, `strongly disagree' (1) and 
`disagree' (2) categories were composited into a single category and this is called 
`disagree' (0). Finally, the "undecided" category was maintained as it is in the middle of 
a scale (1). The summary of merging process is illustrated in Figure 8.4 and in Figure 
8.5.; 
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Figure 8.4. The Likert Scale 
Strongly Disagree Disagree Undecided Agree Strongly Agree 
1 2 3 4 5 
The above scale becomes to; 
Figure 8.5. The Modified Likert Scale for Guttman Scale Analysis 
Disagree Undecided Agree 
012 
As the previous Q sort procedure and item analysis supported the idea of discrete 
dimension 
, each scale 
data has been converted to Guttman scale form by following the 
above process. Consequently, six-separate Guttman scales corresponding to the six 
nominated dimensions have been constructed by using the above process according to its 
hierarchical and cumulative order. It should be noted that items' mean and frequency of 
positive response scores are used in order to establish scale hierarchical structure. The 
conversion process, which concerns the hierarchical and cumulative structure, will be 
illustrated for each scale. However, the detailed principles of the analyses will be 
demonstrated through the first dimension that of physical quality. 
8.2.5.1 Physical Quality 
Table 8.7. shows the hierarchical and cumulative ordering structure of the eight items of 
physical quality scale according to items' mean and frequency of positive response score. 
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Table 8.7. The Cumulative Order of Physical Quality Items in Guttman Scale 
Items (n=266) 
Q36 Q10 Q33 Q5 Q2 Q34 Q1 Q18 
Disagree (0) 23 26 36 41 44 54 62 91 
Undecided (1) 13 10 31 23 31 27 33 61 
Agree (2) 230 230 199 202 191 185 171 114 
Mean Score 1.77 1.76 1.61 1.60 1.55 1.49 1.41 1.08 
Hierarchical Order (1) (2) (3) (4) (5) (6) (7) (8) 
Overall analysis of items' mean and positive frequency score suggest that question 36 is 
the most favourable item and represents the higher quality. On the contrary, question 18 
is the least favourable item and represents poor quality along this dimension. 
In response to the Guttman scaling which seeks to achieve cumulative and hierarchical 
structure in the data, if a respondent gives a positive rating (2) for question eighteen, he 
must rate all the other items positively. Alternatively, if a respondent endorses item 
eighteen unfavourably (0), but item one favourably (2), he is expected to endorse the rest 
of the scale items favourably in order to achieve a perfect scale structure. 
It is important to note that the cumulative order of matrix varies according to the number 
of statements used in the measurement scale and the response categories used in the 
rating scale. The perfect Guttman scale matrixes or templates are depicted for two to 
eight statements with a polytomous rating scale (0,1,2) (see Appendix D. 4. ). 
As it is hard to observe a perfect (or ideal) Guttman scale in real life, the physical quality 
dimension was subjected to error assessment procedure according to the perfect 
Guttman scale template provided in Appendix D. 4. (8 item scale matrix) by employing 
the Goodenough-Edwards error assessment technique (Edwards, 1957; Goodenough, 
1944). 
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The principles involved in the error assessment are that the performance of each scale 
item is compared with an ideal template. Through this comparison the number of errors, 
that is, the number of times the cumulative scale of the item diverges from the ideal 
template, can be computed. Guttman (1950) set the standard of 10% error as the 
maximum and therefore, an item needs a coefficient of Reproducibility (CR) of 90%. By 
a successive process of elimination the output is a set of items (or a scale) that reach the 
90 % level. To achieve this, the process eliminates in turn the item with the highest error 
then re-computes the cumulative order and compares it again with the ideal score. 
To illustrate these process an example using eight items will be used. A respondent 
assigns a total score of 11 on the eight item scale with the following observed pattern 
which is ordered in a cumulative structure: `2,2,2,2,1,1,0,1 = 11'. Two errors are made 
when his pattern compared to the ideal Guttman scale pattern which is `2,2,2,1,1,1,1,1 = 
IF, because he gives a different rating for item four and item seven (compare italic 
number on the observed pattern with the bold number in the ideal pattern). This error 
assessment procedure has to be done for each respondent in the sample. 
Having compared each respondent's observed score to the perfect score, the Coefficient 
of Reproducibility (CR) is computed for the physical quality scale by using the following 
formula; 
CR =1- (total error) / total responses 
=1- (total error) / [(items) x (respondents)] 
According to this statistic the scale should not contain more than 10% error. This 
criterion simultaneously suggests that an acceptable CR score should be . 
90 (Guttman, 
1950). It is also an indicator or reliability and validity. 
Following to this statistical rule, the CR score of the eight item physical quality scale is 
computed. Table 8.8. summarises the findings of error assessment process for the 
physical quality scale. 
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Table 8.8. The Physical Quality Dimension: The Number of Errors and The 
Coefficient of Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=266) 
Total 
error CR 
Q36 Q10 Q33 Q5 Q2 Q34 Q1 Q18 
Stage I 34 29 53 56 59 66 78* 44 419 
. 
80 
Stage II 28 27 48 52 56 69* .................. ................. 37 317 
. 
82 
Stage III 26 24 47 48 65* 34 244 
. 
84 
IV Stage 26 23 53* 43 19 164 
. 
87 
Stage V 23 16 
......... . 
21 13 73 
. 
93 
* to be excluded in the next stage 
As it can be seen from the first stage error assessment process in Table 8.8., no 
satisfactory CR value has been obtained for the eight item physical quality scale. 
Therefore, the item which produces the highest number of errors to be deleted from the 
scale. In this example, this is item 1. Then, the same analysis is carried out for the 
remaining items in response to Guttman's suggestion (1947). At the end of the four 
iterations, a satisfactory result (CR=. 93) was obtained for the following items; Q36, 
Q10, Q5, Q18. This finding provides evidence about the unidimensionality and validity 
of physical quality dimension. 
The further stage in Guttman's methodology involves conducting the same analysis for 
the redundant items in order to assess whether or not the construct is multidimensional. 
Basically, it seeks to find an alternative dimension from these scale items did not accord 
with these items. Table 8.9. depicts the findings 
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Table 8.9. The Redundant Physical Quality Items, The Number of Errors and The 
Coefficient of Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=266) 
Total 
error CR 
Q33 Q2 Q34 QI 
Stage I 48 48 41 65* 202 
. 
81 
Stage II 37 36 51 ........................ ......................... 124 
. 
84 
Stage III 32 32 64 
. 
88 
*to be excluded in the next stage 
Evidence from Table 8.9. indicates that the redundant items do not provide an additional 
dimension as they fail to display a sufficient degree of CR value (CR= . 
88). This finding 
suggests that physical quality is a unidimensional construct. 
8.2.5.2 Staff Behaviour and Attitude 
Table 8.10 shows the cumulative structure of staff behaviour and attitude items, which 
are ordered hierarchically according to their mean, and the frequency of positive 
response score. 
Table 8.10. The Cumulative Structure of Staff Behaviour and Attitude Items 
Items (n=274) 
Q3 Q 12 Q27 Q 13 Q7 Q4 
Disagree (0) 9 17 24 22 43 46 
Undecided (1) 17 20 17 24 47 66 
Agree (2) 248 237 233 228 184 162 
Mean Score 1.87 1.80 1.76 1.75 1.51 1.42 
Hierarchy of the scale (1) (2) (3) (4) (5) (6) 
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As displayed in Table 8.10., item 3 is the most favourable item followed by item 12 and 
so on. Again, the hierarchical order suggests that item 4 is the least favourable statement 
placed on the negative end of the scale continuum. 
The items were subjected to the error assessment process by looking at the perfect scale 
templates presented in Appendix D. 4 Table 8.11. summarises the error assessment 
processes. 
Table 8.11. Staff Behaviour and Attitude Dimension: The Number of Error and The 
Coefficient of Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=266) 
Total 
error 
CR 
Q3 Q 12 Q27 Q 13 Q7 Q4 
Stage I 26 20 38 31 29 38* 182 
. 
89 
Stage II 22 22 33* 27 24 ..................... ..................... ..................... 
..................... 
128 
. 
91 
Stage III 19 18 1 ..................... 28 29 30 F 124 . 91 
* to be excluded in the next stage 
As can be seen from the data analysis in Table 8.11, two of the statements (Q27, Q4) 
produced the same number of errors at the end of the first stage. In order to reach the 
sufficient CR value, another iteration processes was necessary. Due to the fact that the 
number of errors in response to these two items was exactly the same, a further analysis 
was carried out by deleting each item in different stages (Table 8.11. ). In stage II, item 4 
was deleted and in stage III, item 27 was deleted. However, in both stages, the obtained 
CR values of the relevant scales were satisfactory and the same (CR= . 
91). Although 
these findings provide evidence about the unidimensionality and validity of the staff 
behaviour and attitude scale, it was necessary to determine the optimum number of 
items. Therefore, the total number of errors obtained in stage II and stage III was 
compared. Item 27 was excluded from the scale as the inclusion of this item increases 
the total scale error (number of errors at stage II is 128) compared with the inclusion of 
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item 4 (number of errors at stage III is 124) 
following items: Q3, Q18, Q28, Q29, Q30. 
8.2.5.3 Output Quality 
Hence, the final scale consists of the 
Table 8.12. shows output quality items' mean score and the frequency of positive 
responses. The items are ordered in a cumulative structure according to this information. 
Table 8.12 The Cumulative Order of Output Quality Items 
Items (n=280) 
Q23 Q6 Q30 Q16 Q35 Q14 
Disagree (0) 30 36 30 42 33 54 
Undecided (1) 20 16 42 48 74 52 
Agree (2) 230 228 200 190 173 173 
Mean Score 1.71 1.68 1.57 1.52 1.50 1.42 
Hierarchy of the scale (1) (2) (3) (4) (5) (6) 
In response to this ordering structure, question 23 represents the premium quality and 
therefore, it is the most favourable item in the scale. This is followed by question 6. 
Table 8.13. shows the error assessment process. 
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Table 8.13. Output Quality I: The Number of Errors and The Coefficient of 
Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=280) 
Total 
error CR 
Q23 Q6 Q30 Q16 Q35 Q14 
Stage I 39 43 42 58 93 89* 364 
. 
78 
Stage II 34 40 42 53 57* ..................... ..................... 226 
. 
83 
Stage III 29 40 37 59* 165 
. 
85 
e IV Sta g 29 28 38 ------------- 95 89 
*to be excluded in the next stage 
According to Table 8.13., item 23 and item 6 provide almost sufficient degree of CR 
(89) value for establishing the validity of Output Quality. Although the obtained CR 
value is one point below the suggested cut of value, the process was stopped here, 
because the number of scale items reached the minimum number which is required to 
define a latent construct (Mulaik, 1977). 
Table 8.14 shows the observed scale matrix depicted from the redundant items. 
Table 8.14. Output Quality II: The Number of Errors and The Coefficient of 
Reproducibility of Redundant Items (CR) 
Iteration 
Process Error for Per Statement (n=280) 
Total 
error 
CR 
Q16 Q35 Q14 
Stage I 64 83* 76 223 . 
70 
Stage II 37 ................................... 37 74 . 
80 
*to be excluded in the next stage 
At the end of the second stage error counting, the data showed that no other dimension 
can be obtained from the above items. 
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8.2.5.4 Accessibility 
The accessibility items are ordered in a cumulative structure with reference to their mean 
and frequency of positive score as illustrated in Table 8.15. 
Table 8.15. Cumulative Order of Accessibility Items 
Items (n=283) 
Q8 Q19 Q24 Q21 Q15 
Disagree (0) 10 7 12 39 53 
Undecided (1) 2 9 22 54 54 
Agree (2) 271 267 249 190 176 
Mean Score 1.92 1.91 1.83 1.53 1.43 
Hierarchy of the scale (1) (2) (3) (4) (5) 
The cumulative order of statements suggests that statement 8 is the most favourable 
item, and conversely statement 15 is the least favourable scale item placed on the 
negative extreme of the scale continuum. As can be seen in Table 8.15., the other items 
are ordered along this continuum. 
The number of error and the CR values for accessibility scale are shown in Table 8.16. 
Table 8.16. Accessibility Dimension: The Number of Errors and The Coefficient 
of Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=283) 
Total 
error CR 
Q8 Q19 Q24 Q21 Q15 
Stage 1 11 11 25 49 47 143 . 
90 
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With reference to the error counting procedure, it was suggested that the dimension of 
accessibility is a unidimensional construct as the scale items provided the minimum level 
of CR value (. 90). 
What is also notable from Table 8.16. is that each item is in accord with every other item 
along this continuum. This means that they all contribute to the measurement of 
accessibility and all measure a single trait since no item was required to be excluded from 
the scale. 
8.2.5.5 Timeliness 
The cumulative order of timeliness items is illustrated by using item mean score in Table 
8.17. 
Table 8.17. The Cumulative Order of Timeliness Items 
Items (n=251) 
Q17 Q9 Q26 Qll Q31 Q32 
Disagree (0) 17 49 34 45 52 68 
Undecided (1) 24 23 67 53 62 68 
Agree (2) 210 179 150 153 137 115 
Mean Score 1.76 1.51 1.46 1.43 1.33 1.18 
Hierarchy of the scale (1) (2) (3) (4) (5) (6) 
As can be seen the data in Table 8.17., item 17 is the most favourable statement followed 
by item 9. Analysis of the items' mean score indicates that the evaluation of service 
speed has a wide spread of variation along this continuum ranging from 1.76 to 1.18. 
The error counting procedure in response to this scale and the relevant CR values are 
shown in Table 8.18. 
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Table 8.18. Timeliness I: The Number of Errors and The Coefficient of 
Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=251) 
Total 
error CR 
Q17 Q9 Q26 Q11 Q31 Q32 
Stage I 31 50 44 59* 36 46 276 
. 
82 
Stage II 33 39 33 ................ 34 42* 181 
. 
85 
Stage III 34 36 40 49* 159 84 
Stage IV 33 39* 36 
...... .....:; :::.. ::..... ..; 
108 
. 
86 
Stage V 16 6 1 32 94 
. 
* to in excluded for the next stage 
Following the error assessment process with reference to the perfect Guttman scale 
matrix in Appendix D. 4., two items (Q17, Q36) provided a satisfactory CR (94) value at 
the end of the fifth iteration. As there is a considerable number of redundant items, it is 
worth checking the existence of an additional dimension. Consequently, the same 
analysis was performed by using these items. The findings are presented in Table 8.19. 
Table 8.19. Timeliness II : The Number of Errors and The Coefficient of 
Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=251) 
Total 
error CR 
Q9 Q11 Q31 Q32 
Stage I 35 52* 25 40 152 . 
85 
Stage II 25 20 24 69 
. 
90 
As can be seen from the CR values in Table 8.19., the dimension of timeliness is a 
multidimensional construct so that the three items, Q9, Q3 1, Q32, were qualified to form 
another scale. 
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8.2.5.6 Reliability 
Table 8.20. shows the cumulative structure of the reliability scale ordered according to 
the items' mean and positive response score. 
Table 8.20. Cumulative Order of Reliability Items 
Items (n=27 1) 
Q29 Q28 Q22 Q20 Q25 
Disagree (0) 17 29 24 56 40 
Undecided (1) 21 21 83 52 126 
Agree (2) 233 221 164 163 125 
Mean Score 1.79 1.70 1.51 1.39 1.24 
Hierarchy of the scale (1) (2) (3) (4) (5) 
From the cumulative order of the statements, item 29 represents the most favourable 
situation whereas item 25 represents the least favourable situation in terms of evaluation 
of service quality. In response to this structure, Table 8.21. depicts the analysis of error 
counting process and the CR values for the reliability scale. 
Table 8.21. Reliability I: The Number of Errors and The Coefficient of 
Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=271) 
Total 
error CR 
Q29 Q28 Q22 Q20 Q25 
Stage I 33 46 69* 61 37 246 . 
82 
Stage II 27 50* 38 34 149 . 
86 
Stage II 37 38* 34 109 . 
87 
Stage IV 18 18 36 . 
93 
* to be excluded in the next stage 
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As the initial data did not provide a sufficient CR value in the first iteration stage, the 
items were deleted according to their relative number of errors. Then, the CR (93) 
value increased gradually to the above minimum acceptable level at the end of the fourth 
stage. These findings established the validity of reliability scale with two items (Q29, 
Q25). 
Despite being received early evidence of the unidimensionality of reliability scale, it was 
necessary to conduct the same analysis for the redundant items in order to check whether 
or not there is another dimension. Hence, the error and the CR scores for the three item 
scale (Q28, Q22, Q20) were computed. The findings are presented in Table 8.22. 
Table 8.22. Reliability II: The Number of Errors and The Coefficient of 
Reproducibility (CR) 
Iteration 
Process Error for Per Statement (n=271) 
Total 
error CR 
Q28 Q22 Q20 
Stage I 29 48 57* 134 . 
83 
Stage II 27 27 54 . 
90 
* to be excluded in the next stage 
As can be seen from the CR values in Table 8.22., two items (Q28, Q22) provided 
evidence for a second dimension and this is called "reliability II" (CR = . 
90). 
Although these findings provide further evidence about the validity of scales, it is 
necessary to check their internal consistency with a follow-up test. Then, the validated 
scales are transferred to the next stage. 
8.2.5.7 Guttman Scaling and Item Analysis: Internal Consistency of Dimension 
Table 8.23. summarises the findings in response to the unidimensional scales validated by 
CR computation. 
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Table 8.23. The Unidimensional Scales According to CR Computation 
No Item Physical Quality 
1 5 The hotel was bright and well lit 
2 10 The hotel was clean and tidy 
3 18 The decor was beautifully co-ordinated with a great attention to 
detail 
4 36 The hotel was dirty and un-hygienic 
Staff Behaviour and Attitude 
5 3 Staff recognised you 
6 4 Staff seemed to anticipate what I wanted 
7 7 Staff were really good they displayed effortless expertise 
8 12 Staff were helpful and friendly 
9 13 Staff listened to me. 
Output Quality 
10 6 I think the hotel was not suitable for spending a holiday 
11 23 I didn't like the hotel at all 
12 30 The hotel was extremely good value for money 
Accessibility 
13 8 It was impossible to find your way around the hotel, because it 
was a complete maze 
14 19 It was very easy to find your way around the hotel 
15 24 It was easy to find the hotel facilities 
16 15 They were not very forthcoming with information 
17 21 It was easy to find out what was going on 
Timeliness I 
18 17 You had to plan for everything to avoid queuing for service 
19 26 The meal service was well timed and efficient 
Timeliness II 
20 9 The waiting time for the service was minimum 
21 31 My orders arrived immediately 
22 32 Everything arrived with an impressive speed 
Reliability I 
23 25 They always did something to compensate, when things went 
wrong 
24 29 You had to constantly dispute items on the bill. 
Reliability H 
25 22 The hotel's records and transactions were accurate 
26 28 The hotel did not deliver any of its promises 
A total of 26 items gives provisional evidence for establishing the validity of the six 
scales. According to these findings, the dimensions of reliability and timeliness were split 
into the two sub-dimensions. As noted in Chapter 6 (see 6.2.2.4.3 Critical issues in 
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Guttman scale methodology), the Coefficient of Reproducibility (CR) may be affected by 
factors which may not be relevant to the correct cumulative structure of the scale. 
Therefore, it is necessary to check the internal consistency of the Guttman scale with an 
additional test. To do this, Robinson (1973) recommended Yule's Y correlation as a 
measure of association of scale items. Similarly, Edwards (1957) recommends the 
Minimal Marginal Reproducibility (MVIlv1R) as a scalability measure in addition to the CR 
computation. These two confirmatory tools are applied to the validated scales. The 
findings are presented in two stages. 
Stage 1: Yule's Y Correlation: Basically, the procedure involves the computation of 
consistent and inconsistent pairs of Guttman scale items. This stage of analysis can also 
be considered as an item analysis procedure for the validated Guttman scales which is 
established by the CR computation and therefore, the objective of this process is to 
maintain the consistent items in the scale and excludes the inconsistent items. 
Yule's Y is an extension of Yule's Q correlation designed particularly to measure the 
association between two ordinal variables. It is also called "Gamma". The gamma 
values for the produced Guttman scales are computed using the following formula. 
Pc - Pi 
Yule's Y (Gamma) = 
Pc + Pi 
Where Pc is the number of consistent pairs and Pi is the inconsistent pairs in the data 
table (Herzon, 1976). This relationship involves the ordering of the observations on the 
two variables. "If the values of both variables for one case are higher (or both are 
medium) than the corresponding values for the other case", this refers to the consistent 
pairs. "If the score of one variable for a case is larger than the corresponding value for 
other case, and the direction is reversed for the second variable", it means that the pairs 
are inconsistent (Norusis, 1993, p. 216). 
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This computation intents to display whether or not the relationship amongst the Guttman 
scale items is weak monotonic which is related to scale's cumulative structure. The 
Yules's Y coefficient can reach a maximum score of one, if this relationship is perfectly 
cumulative between the two items. As it is rare to obtain this score, a cut-off value is 
utilised. The most frequently used cut-off value ranges from . 
60, 
. 
70, 
. 
80 to . 
90 in the 
literature (Mc Keown and Thomas, 1988; Hoffman and Ninonuevo, 1994). For example, 
Koslowsky et. al. (1975) employed cut-off value of . 
70 in response to this computation. 
The minimum cut-off value (60) suggested in the literature is adopted for this study. 
The computations of Yules's Y correlation in response to the validated Guttman scale 
items are summarised in Table 8.24. 
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Table 8.24. Item Analysis of Guttman Scale: Yule's Y Correlation 
Physical Quality 
Q36 Q10 Q5 
Q36 1 
Q10 
. 
86* 1 
Q5 
. 
77* 
. 
85* 1 
Q18 
. 
70* 
. 
80* 
. 
73* 
Staff Behaviour and Attitude 
Q3 Q12 Q13 
Q3 1 
Q12 
. 
84* 1 
Q 13 
. 
74* 
. 
92* 1 
Q7 
. 
92* 
. 
81 * 
. 
84* 
Q4 
. 
80* 
. 
83* 
. 
76* 
Overall Quality 
Q23 Q6 Q30 
Q23 1 
Q6 
. 
78* 1 
Q30 
. 
71 * 
. 
62* 1 
18 
1 
7 
1 
. 
79* 1 
Accessibility 
Q8 Q19 Q24 Q21 Q15 
Q8 1 
Q19 
. 
80* 1 
Q24 
. 
57* 
. 
75* 1 
Q21 
. -07 . 29 . 55* 1 Q15 
. 41 
* 
. 42* . 30* . 
53* 1 
Timeliness I Timeliness II 
Q17 Q26 Q9 Q31 
Q17 1 Q9 1 
Q26 . 49* 1 
Q31 
. 
80* 1 
Q32 
. 
76* . 
86* 
Reliability I 
Q29 Q25 
Q29 1 
Q25 . 33 
1 
32 
1 
Reliability II 
Q28 Q20 
Q28 1 
Q20 
. 48* 
1 
Significant (p< . 
001) 
266 
Y. Ekinci Chapter 8: Findings 
Taking into account the cut-off value of . 
60, further evidence is obtained for the 
unidimensionality of the following scales: physical quality, staff behaviour and attitude 
output quality, Timeliness. 
It is apparent from the data in Table 8.24., that two of the accessibility items (Q21 and 
Q 15) have a spurious relationship, since their correlation coefficient is significantly below 
the acceptable cut off (60) value. Despite the fact that there is a low correlation 
between item 8 and item 24, the validity of accessibility dimension has been, in fact, 
supported in this analysis, because item 8 and item 19 (Y = . 
80) as well as item 19 and 
item 24 (Y= 
. 
75) displayed a high correlation score and therefore, their internal 
consistency are acceptable. 
The low Yules's Y correlation coefficient between item 21 and item 24 suggests that 
these items should be deleted from the scale. Before carrying out this procedure, the 
reliability score of this dimension was also computed by using its original data collection 
scale, which was the five point Likert scale. From the evidence of this computation, it 
was concluded that the deletion of these items improved the reliability of this scale. To 
the computed coefficient alpha values, the reliability of 3 item accessibility scale (Q8, 
Q19, Q24) was found to be higher (a = . 
58) than the 5 item (a = . 
56) scale (Q8, Q19, 
Q24, Q21, Q15). 
It is also notable from the findings in Table 8.24. that the multidimensional structure of 
the timeliness was found to be unreliable as the timeliness I scale fails to produce a 
sufficient degree of consistency between their items (Y = . 
49). Although these findings 
seem to contradict the obtained CR score in the previous analysis, these negative findings 
in response to the timeliness I scale were also confirmed by the unacceptable reliability 
score (a = . 
44) (Churchill, 1979). However, the unidimensionality of timeliness scale is 
further supported by the high correlation between the timeliness II scale items (Q9, Q3 1, 
Q32). 
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In response to the validity of the reliability scale, it is apparent that the scale items do not 
have a consistent relationship and therefore, the unidimensionality of these scales is 
rejected. 
The second step in this analysis involves checking the cumulative structure of the scales 
with Minimum Marginal Reproducaibility coefficient (MMR). Hence, the scales 
qualified in the first stage are transferred to the second stage analysis. 
Stage 2: Minimal Marginal Reproducibility (MMR): The MMIR value is another 
scalability coefficient. The objective of this analysis is to see whether or not the 
unidimensional scales have been constructed with only extreme items. The computation 
involves averaging the maximum of positive or negative responses in the sample and this 
provides the marginal distribution of scale items. By way of illustration; if the positive 
scores of the scale items are obtained as follows; . 
80, 
. 
70, 
. 
30, the NUVIR computation 
takes account the average of these scores (. 80+. 70+. 30 = 1.80/3) and this will be 60%. 
Although there is not a universally acceptable value for the NIlVIR, the requirements for 
scalability based upon MJVIR imply that the obtained score must not be so high 
alternatively it has to be relatively below the CR score so that there is a chance for 
improvement of scale unidimensionality in further sampling (McIver and Carmines, 1981) 
Table 8.25. shows the computation of the MIVIR scores for the scale items and their CR 
scores obtained in the previous stages. 
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Table 8.25. The Minimal Marginal Reproducibility (MIMIR) and CR Score of the Four 
Scales 
Item 
No 
Dimensions Positive 
Response (1) 
(1/n) MMR CR 
Physical Quality (n=266) 72 93 
5 The hotel was bright and well lit 202 . 
75 
10 The hotel was clean and tidy 230 . 
86 
18 The decor was beautifully co-ordinated 
with great attention to detail 
114 
. 
42 
36 The hotel was dirty and un-hygienic 230 . 
86 
Staff Behaviour and Attitude (n=274) 77 91 
3 Staff recognised you 248 . 
90 
4 Staff seemed to anticipate what I wanted 162 . 
59 
7 Staff were really good they displayed 
effortless expertise 
184 
. 
67 
12 Staff were helpful and friendly 237 . 
86 
13 Staff listened to me 228 . 83 
Output Quality (n=280) 78 89 
6 I think the hotel was not suitable for 
spending a holiday 
228 
. 
81 
23 I didn't like the hotel at all 230 . 82 
30 The hotel was extremely good value for 
money 
200 . 
71 
Accessibility (n=283) 92 95* 
8 It was impossible to find your way around 
the hotel, because it was a complete maze 
271 
. 
95 
19 It was very easy to find your way around 
the hotel 
267 . 
94 
24 It was easy to find the hotel facilities 249 . 
87 
Timeliness (n=251) 57 90 
9 The waiting time for the service was 
minimum 
179 . 
71 
31 M orders arrived immediately 137 . 
54 
32 Everything arrived with an impressive 
speed 
115 . 
45 
* recomputed 
As shown by the data in Table 8.25., the MIMIK scores are acceptable for the scales of 
physical quality, staff behaviour and attitude, output quality and timeliness. The 
comparison of these scores with their CR values also supports the fact that the scales 
maintain their unidimensionality. 
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The MTVIR scores of accessibility indicates that the validity of this scale is not acceptable, 
since the scale consists of extreme items and is therefore, biased. This finding fails to 
support the validity of accessibility as a service quality dimension in this study. 
8.2.5.8 Summary of the Guttman Scale Procedure 
As a result of Guttman scaling procedure a total of 21 items are to be deleted. Table 
8.26. shows the redundant items corresponding to its dimensions. 
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Table 8.26. Summary of the Guttman Scale Procedure: Deleted Items 
No Item 
No Physical Quality 
1 1 The hotel equipment (chairs, hairdryer, TV, air conditioning, 
tele hone, etc. were useful for making my visit pleasant. 
2 2 The mechanical equipment was operating properly 
3 33 The decor was a tasteless jumble 
4 34 Everything in the room worked and was easy to use 
Staff Behaviour and Attitude 
5 27 Staff were incompetent and did not know what they were doing 
Output Quality 
6 14 The whole experience in the hotel was exceptionally good - simply 
wonderful 
7 16 The hotel made it easy to escape from the normal life 
8 35 The hotel guests were the sort of people I liked to meet 
Accessibility 
9 8 It was impossible to find your way around the hotel, because it was a 
complete maze 
10 15 They were not very forthcoming with information 
11 19 It was very easy to find your way around the hotel 
12 21 It was easy to find out what was going on 
13 24 It was easy to find the hotel facilities 
Timeliness 
14 11 The meal service was too slow to endure 
15 17 You had to plan for everything to avoid queuing for service 
16 26 The meal service was well timed and efficient 
Reliability 
17 20 The hotel always delivered exactly what it promised 
18 22 The hotel's records and transactions were accurate 
19 25 They always did something to compensate, when things went wrong 
20 28 The hotel did not deliver any of its promises 
21 29 You had to constantly dispute items on the bill. 
As can be seen in Table 8.26, the reliability scale should be deleted completely, since 
none of the items provided a satisfactory result in the item analysis. Hence, the existence 
of reliability dimension is not supported in this application. This finding also raises 
suspicion about the validity of the SERVQUAL model as the SERVQUAL authors 
271 
Y. Ekinci Chapter 8: Findings 
propose that this dimension is generic. Similarly, the validity of the accessibility scale 
failed to be confirmed. The scale has been found to be constructed with extreme items 
and therefore, this scale has been removed completely. 
Table 8.27. summarises the remaining items and their relevant dimensions that have 
qualified in the Guttman scale procedure. 
Table 8.27. Summary of the Guttman Scale Procedure: Qualified Items and 
Dimensions 
No Item Ph ical Quality 
1 5 The hotel was bright and well lit 
2 10 The hotel was clean and tidy 
3 18 The decor was beautifully co-ordinated with a great attention to detail 
4 36 The hotel was dirty and un-hygienic 
Staff Behaviour and Attitude 
5 3 Staff recognised you 
6 4 Staff seemed to anticipate what I wanted 
7 7 Staff were really good they displayed effortless expertise 
8 12 Staff were helpful and friendly 
9 13 Staff listened to me. 
0 Quality 
10 6 I think the hotel was not suitable for spending a holiday 
11 23 I didn't like the hotel at all 
12 30 The hotel was extremely good value for money 
Timeliness 
13 9 The waiting time for the service was minimum 
14 31 My orders arrived immediately 
15 32 Everything arrived with an impressive speed 
A total of 15 items recast into four scales passed as a result of the Guttman 
methodology. The validated scales provide evidence for the unidimensionality of the 
four dimensions: physical quality, staff behaviour and attitude, accessibility, timeliness 
This procedure also established their use as an evaluative criteria of service quality. 
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Although the unidimensionality of the four scales has been supported, the 15 item 
Guttman scale has to meet reliability and the other validity criteria. The next stage also 
determines the significance of these dimensions in the evaluation of the hotels 
8.2.5.9 Reliability of The 15 Item Guttman Scale 
As the Guttman methodology suggests, considerable changes in the number of scale 
items, the qualified scale needs to be confirmed by going back to the original rating scale. 
To this end, the five point Likert scale data with the validated items was exposed to the 
reliability analysis. 
The reliability values, mean and item to total dimension scores of the 15 item Guttman 
scale are presented in Table 8.28. 
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Table 8.28. Reliability of the 15 Item Guttman Scale 
Item 
No 
Dimensions Coef. 
Alpha 
(a) 
Mean Item to 
Total 
Corr. 
Physical Quality (n=281) 
. 
81 3.81 
5 The hotel was bright and well lit . 
64 
10 The hotel was clean and tidy . 
58 
18 The decor was beautifully co-ordinated 
with great attention to detail 
. 
68 
36 The hotel was dirty and un-hygienic . 
36 
Staff Behaviour and Attitude (n=275) . 88 4.00 
3 Staff recognised you . 
57 
4 Staff seemed to anticipate what I wanted . 
72 
7 Staff were really good they displayed 
effortless expertise 
. 
76 
12 Staff were helpful and friendly . 
81 
13 Staff listened to me . 
75 
Output Quality n=286 . 75 4.02 
6 I think the hotel was not suitable for spending a 
holiday 
. 
52 
23 I didn't like the hotel at all . 
62 
30 The hotel was extremely good value for money . 
59 
Timeliness (n=276) . 
85 3.38 
9 The waiting time for the service was minimum . 
65 
31 My orders arrived immediately . 
79 
32 Everything arrived with an impressive speed . 
73 
Total scale reliability(a) =. 91 
An analysis of the item-to-total correlation suggests that each item has a significant 
contribution to the measure of relevant dimension. By the same token, no item should be 
deleted from the scale in order to improve its reliability. This finding is also confirmed 
by the overall scale reliability score (a = . 
91) computed by Cronbach's Alpha (Cronbach, 
1951) 
In order to assess the internal consistency of each scale, the coefficient alpha score was 
also computed. The obtained reliability scores suggest that the sub-scales; physical 
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quality (. 81), staff behaviour and attitude (88), output quality (75), timeliness (85), are 
reliable (Nunnally and Bernstain, 1994). In other words, each scale explains more than 
75% of the variance in predicting the relevant construct. 
8.2.5.10 Validity of the 15 Item Guttman Scale 
The validity of scales are assessed according to two validity: construct validity and 
criterion validity. In response to the construct validity two criteria are necessary: 
convergent validity and discriminant validity (see section 6.7.3. Validity of The scale). 
Evidence of the unidimensionality obtained through the Guttman procedure provides the 
convergent validity of the scales. This means that the scale measure a single construct. 
The Q sort procedure, which employed when constructing the scales, provides evidence 
for discriminant validity. In order to get a better insight about the discriminant validity of 
the 15 item Guttman scale, correlation matrix is produced 
correlation matrix. 
Table 8.29. depicts the 
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Despite the fact that a moderate correlation was obtained (rather than a low correlation) 
between some of the scale items, this result may be acceptable for two reasons. First, the 
psychological constructs are not completely independent of each other. Second, this 
result may be accounted, because these scales simultaneously measure a second order 
construct which is service quality. 
The moderate correlation score between the staff behaviour and attitude items and 
timeliness items (e. g., Q3 and Q31, Q3 and Q32) may indicate that perception of 
timeliness is perceived as a consequence of staff behaviour and attitude. Similarly, the 
moderate correlation between output quality and physical quality items (e. g., Q5 and 
Q30) may suggest that the holidaymakers see the tangible aspect of hotels as an outcome 
or as a benefit in the evaluation of hotels. 
It should also be noted that the output quality items significantly correlates with the 
majority of other service quality items. To some extent, this finding may support the 
higher level of abstraction. By the same token, this dimension may serve as a filter or a 
image dimension in the evaluation of service quality (Gronroos, 1984). 
As explained in Chapter 6, the criterion validity of a scale is established by employing 
two types of criteria: concurrent validity and predictive validity. Concurrent validity is 
the scale ability to correlate with an overall service quality scale whereas predictive 
validity is the degree of correlation between the measurement scale and the measure of 
behavioural intention. In this study, as mentioned before, the two separate scales 
collected the behavioural intention measures: `intention to return' and `intention to 
recommend'. 
Employing the regression analysis assessed the concurrent and predictive validity of the 
15 item Guttman scale. Table 8.30. reveals these findings. 
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Table 8.30. The Criterion Validity of Scale: Regression Analysis 15 Items 
Regression Scores 
and The Scales 
Concurrent Validity Predictive Validity 
Overall Quality Return Recommend 
Multiple R 
R Square 
Adjusted R Square 
Standard Error 
. 
75 
. 
56 
. 
55 
. 
74 
. 
60 
. 
36 
. 
35 
1.18 
. 
71 
. 
51 
. 
51 
. 
98 
F. Ratio 
Significant F. 
80.70 
. 00 
35.98 
. 
00 
. 
66 
. 00 
beta signif beta signif beta signif 
Physical quality . 
38 . 00 . 
22 . 00 . 
26 . 00 
Staff behaviour and 
attitude . 
15 . 00 . 
18 . 00 . 
21 . 00 
Output quality . 
28 . 00 . 
16 . 04 . 
30 . 00 
Timeliness 
. 
06 
. 
25 
. 
16 . 01 . 
08 
. 
15 
Constant -. 45 . 
07 -1.46 . 
00 -1.67 . 
00 
As can be seen from the correlation score in Table 8.30., the scale has a high degree of 
consistency with the measure of `overall quality' (p < . 
00). Furthermore, the regression 
analysis demonstrates that the scale explains more than 50% of the variance in predicting 
overall quality. In response to the beta value of the variables, physical quality is ranked 
as the most important factor followed by output quality and staff behaviour/attitude in 
predicting service quality (see also Appendix D. 5. for the test of multi-collinearity and 
the use of alternative regression models). 
It is apparent from the Table 8.30. that the 15 item Guttman scale also accords with the 
respondents' behavioural intention measures so that the scale significantly correlates with 
the respondents' intention to return (r = . 
60) and intention to recommend (r = . 
71) 
scores. This finding supports the predictive validity of the scale. 
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However, not all of the scales are statistically significant in predicting the overall service 
quality and intention to recommend behaviour. In particular, the dimension of timeliness 
failed to predict the evaluation of service quality and intention to recommend in this 
application. 
8.2.6 Summary of The Likert Scale Questionnaire 
The summary of findings obtained from this study has two major focuses. First, there is 
the evaluation of hotel service quality according on the basis of demographic variables. 
Second, there is the performance of service quality scales and their dimension 
In response to the first area of findings, overall, the holidaymakers gave positive rating 
for the quality of hotel services. Furthermore, an examination of this evaluation 
according to the chosen demographic information suggests that the hotel star rating is a 
significant variable. With reference to this category, statistically significant mean 
differences were obtained between the group of holidaymakers who stayed in two star 
hotels and the group of holidaymakers who stayed in three star hotels. The other six 
variables; age, gender, social class, hotel type, were not statistically significant (Appendix 
D. 2. ). 
With regard to the second area of findings, the reliability and validity of the six scales 
were examined with the Likert scale methodology (item analysis) and the Guttman 
methodology. The first stage of analysis which used the original Likert scale data 
suggests that the five nominated scales, physical quality, staff behaviour and attitude, 
output quality, and timeliness and reliability are reliable and valid whereas the reliability 
of the accessibility scale was only acceptable for a newly constructed scale. This finding 
also produced early evidence about the validity of the relevant dimensions for evaluation 
of hotels. 
In the second stage of analysis, the same data was converted to the Guttman scale format 
in order to assess the unidimensionality of the six nominated scales. As a result of the 
Guttman procedure, the 36 item scale was reduced to 15 items by establishing the 
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validity of four scales as well the four nominated dimensions: physical quality, staff 
behaviour and attitude, output quality, and timeliness. Figure 8.5 illustrates the 15 item 
Guttman scale and its dimensions which have been validated through this procedure. 
Figure 8.6. The 15 Item Guttman Scale 
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Figure 8.6. is prepared by assuming that these dimensions are working in a model in 
predicting service quality. The same analyses also indicates that the validity of the two 
scales, reliability and accessibility, is not acceptable for assessing service quality. 
As the Guttman methodology suggested significant modifications in the original scale 
items, the 15 item Guttman scale was also subjected to the reliability and validity analysis 
with the Likert scale data. Given the fact that four of the dimensions, physical quality (a 
= .8 
1), staff behaviour and attitude (a = . 
88), output quality (a = . 
75) and timeliness (a 
=. 83), were provided a sufficient reliability score were retained (Nunnally and Bernstein, 
1994). 
In response to the validity analyses, it revealed that the 15 item Guttman scale passed the 
criterion validity criteria where the concurrent validity and predictive validity were the 
major concern. However, not all of the scales were statistically significant in predicting 
overall service quality and behavioural intention. The dimensions of physical quality, 
staff behaviour and attitude and output quality were the three important indicator for 
explaining service quality whereas timeliness was excluded from this combination. 
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8.3 THE FINDINGS OF STUDY 2: THE INDIRECT RANK QUESTIONNAIRE 
8.3.1 Introduction 
The study was conducted in the UK with the co-operation of the Automobile Association 
(AA) in 1998. 
8.3.2 The Sample 
The survey instrument is the indirect rank scale, which contains 40 items representing six 
dimensions. The survey sample design consists of the main sample and a control sample 
in order to make a comparison between them. The main sample involved a mail survey 
to customers who were randomly selected through the AA reservation system. The 
control sample contains only the AA hotel inspectors. Figure 8.7. shows the 
methodological process undertaken in this study. 
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Figure 8.7. The Methodological Process 
SCALING PROCESS; Developing Two Types of Instruments: 
The Likert Scale and The Indirect Rank Scale 
TESTING OF THESE SCALES 
STUDY 1 
The Likert Scale Questionnaire 
36 items 
Application in Resort Hotels 
The British Holidaymakers 
DATA ANALYSIS 
Inernal, External Consistency 
Guttman Methodology 
40 items 
Application in UK Hotels 
A. Customers 
B. The AA Inspectors 
DATA ANALYSIS 
Guttman Methodology 
COI\IPARING THE 
TWO STUDIES 
The presentation of findings starts with the main sample and this is followed by the data 
collected from the inspectors. 
8.3.2.1 The Main Sample: The Hotel Customers 
The total of 600 questionnaires was mailed to the AA customers who had visited hotels 
or Bed and Breakfasts (B&B) within the last two months, of these 267 questionnaires 
were returned, but 12 of them excluded from the survey due to missing information. The 
response rate was reasonably good for a randomised postal survey (43%). 
STUDY 2 
The Indirect Rank Test Questionnaire 
28) 
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8.3.2.2 Description of the Hotels in the Sample 
The Grading of the Accommodations: The grading schema used for this survey was 
the "star" rating for hotels and the `quality' (Q) rating for B&B according to AA 
classification. Both of these gratings involve a scale from one-to-five. The collected 
data largely contains hotels (89%). Figure 8.8. shows the grading of the hotel sample 
selected by the respondents. 
Figure 8.8. Grading of The Hotels (n=191) 
3 Sta r 
57% 
01 Star 
®2 Star 
03 Star 
p4 Star 
06 Star 
The sample breakdown shows that three star hotels are (57%) the leading category 
followed by two star hotels (19%). 
Figure 8.9. illustrates the grading of the B&B facilities selected by the sample. 
Figure 8.9. Grading of The Bed and Breakfast (B&B) Facilities (n=24) 
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As can be seen in Figure 8.9., the majority of the B&B sample contain `3Q' grading and 
the others shared almost equal portions. 
Architectural Style of the Accommodations: The architectural style of the 
accommodations is displayed in Figure 8.10. 
Figure 8.10. Architectural Style of The Accommodation (n = 255) 
Modern 
20% 
Missing 
33% 
aTraditional 
®Modern 
ID Missing 
Traditional 
47% 
As shown in Figure 8.10., a significant proportion of the accommodation is designed in 
traditional style (47%). However, a considerable amount of missing data (33%) made it 
difficult to interpret findings in response to this category. 
Location of the Hotels The hotel location used by sample is illustrated in Figure 8.11. 
Figure 8.11. Location of the Accommodations (n = 255) 
Resort 
9% 
Countryside 
11% 
Missing 
2% 
City Centre 
27% 
3 City Centre 
®City Suburb 
QSmal Town 
0 Large Town 
® Countryside 
Large Town 
9% 
Smal Town 
19% 
ity Suburb 
23% 
0 Resort 
® Missing 
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As revealed in Figure 8.11., the accommodation is widely distributed among the choice 
categories. The city accommodation accounted for the largest share (27%). and this is 
followed by the city suburb accommodation. 
8.3.2.3 Some Characteristics of the Sample 
The demographic structure of the sample is explored according to three predetermined 
variables: gender, age group, and income. 
Gender The sample contained 53% male and 40% female. Seven percent of the 
respondents did not report their gender. 
Age Group The sample structure corresponding to the age group is divided into five 
categories. Figure 8.12. shows the sample breakdown according to these categories. 
Figure 8.12. Age Group (n=253) 
35 
30 
25 
20 
15 
10 
5 
0 
According to the Figure 8.12., the 45-54 age group accounted for the highest percentage 
(32%). This is followed by the eldest (55 and over) age group (28%). 
Income Group The respondents were classified into the four income groups. Figure 
8.13. illustrates the sample's income level. 
286 
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Figure 8.13. Income Group (n = 255) 
£35.001 and Over Missing 
23% 7% 
Up to £15.000 
20% 
£22.001- £35 
25% 
As can be seen in Figure 8.13., the sample is distributed by almost equal proportion 
amongst to the four income groups. 
The Purpose of Visit: The collected data shows that 83% of the respondents chose 
facilities for business and 9% of them for leisure purposes. The remaining 10% did not 
mention about their purpose of visit. 
The Frequency of Stay: The occasion to stay statistics indicates that 54% of the 
respondents use hotel up-to-five times in an average year. Furthermore, 26% of them 
visit between six-to-ten times, 10% of them visit between eleven-to-twenty times and 
10% of them visit more than twenty times a year. 
8.3.2.4 The Data Analysis Process: The Guttman Principle 
The outcome of this study is to verify the unidimensionality of the nominated dimensions. 
Each dimension was described by a five item scale ordered along a continuum from 
"most acceptable" to "least acceptable" (or favourable to unfavourable) order (see 
section 7.4.1 Principles of Indirect Rank Scale). The application of the Guttman 
principles is carried out in two cumulative stages. Hence, the findings are presented by 
following this order. 
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The first stage analysis intents to check whether the respondents can discriminate the 
scale properly against the perfect scale template. If a scaled dimension has two poles 
ordered along a unidimensional structure, people should be able to register only one side 
of the scale or should remain neutral by only giving a positive rating to the middle of the 
scale. Any respondent who deviates from this ideal pattern should be counted as an 
error. By the same token, if a respondent rates both sides of the scale positively or 
negatively at the same time, this needs to be counted as error. 
Table 8.31. shows a specific example to illustrate the data analysis processes for 
computing the error. 
Table 8.31. An Example to Illustrate the Data Processing 
Statements Degree of Subject Subject Subject Subject 
Evaluation 1 2 3 4 
The hotel was clean and tidy Strongly yes no no yes 
Positive 
The hotel was clean but a bit Some yes no no yes 
messy Positive 
The cleanliness of the hotel was Neutral yes yes no yes 
just about tolerable 
The hotel didn't seem to have Some no no yes yes 
been cleaned properly Negative 
The hotel was dirty and un- Strongly no no yes yes 
hygenic Negative 
Error no error no error no error error 
Output of the evaluation Favourable neutral unfavour- - 
able 
With reference to Table 8.31., the physical quality dimension is scaled by five items along 
a single continuum representing the positive and negative evaluation. The data analysing 
process involves checking the respondent score against the perfect scale. Hence, subject 
1,2, and 3 produce only favourable, neutral or unfavourable outcomes and therefore, no 
error is produced. In the case of subject 4, who rates all the scale items favourably, 
makes an error since his evaluation is not interpretable and this response pattern 
contradicts the perfect scale template. By the same token, this type of response pattern 
implies that the hotel is clean and dirty at the same time, which is not logical. 
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The tolerance for making error in a given sample is recommended as 10% according to 
Guttman (1950). When this error is exceeded, it is assumed that the examined construct 
is not scalable. Unlike the original error counting of Guttman scaling, the error is 
computed for per person rather than for per item in this stage. According to the 
Coefficient of Reproducibility (CR) statistics, the total number of errors should not be 
more than 10%. In other words, if the scale is working, 90% of the sample is able to 
access all items in a bi-polar structure. The Coefficient of Reproducibility (CR) is 
computed by using the following formula: 
CR = 1- (total error) / total responses 
According to this statistic, the value of CR should be . 
90 for a unidimensional scale. The 
error counting procedure is computed by comparing the observed pattern with the ideal 
scale. The ideal scale matrixes are illustrated in Appendix D. 6. Due to the fact that the 
number of errors is computed for each person this methodology does not use the 
iteration process if a scale fails to produce the sufficient CR value. 
If a scale qualifies in the first stage, it is transferred to the next stage. In the second stage, 
the unidimensionality of the scale is tested within the two samples. In the positive sample 
defined by the scale two positive items, the perfect scale pattern has three possible perfect 
response pattern (1 1), (0 0), (0 1). This means that a subject endorses or does not 
endorse both items. In this respect, the subject may endorse only the less favourable item. 
If however, the subject endorses the most favourable item, which is the extreme item of the 
scale, it is expected that the other less favourable item is also endorsed. If not, this is an 
error (1 0). The same analysis is valid for the negative sample where the perfect scale 
pattern would be (0 0), (1 0), (1 1) and the error (0 1). Both samples should produce an 
unidimensional structure in order to validate the dimensions. It should also be noted that 
the error computation formula is the same as the Likert scale data in this stage, due to the 
fact that the error is computed for each person and for each item. Therefore, the CR 
values are computed using the same formula as in the Likert scale data: 
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CR = (total error) / total responses 
CR =1- (total error) [(items) x (respondents)] 
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If the obtained CR value is 90%, the scale is unidimensional (this means that the total scale 
error is 10%). As in the Likert scale data the MMIR value is also computed as a follow up 
test for those scales which qualified as a result of the CR computation. 
In order to meet predictive validity criteria, the study incorporated questions to test 
whether the dimensions predicted behavioural intentions. The questions were `Would you 
return to this hotel? ' and `Would you recommend this hotel to your friends? ' 
8.3.2.5 Findings with the Survey 
8.3.2.5.1 Stage 1. Assessing the Scale Ordering Structure 
In order to test the unidimensional structure of the scales, the data is checked according 
to the first principle. 
8.3.2.5.1. a Physical Quality 
Table 8.32. shows the three physical quality scales ordered along a bi-polar continuum. 
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Table 8.32. The Physical Quality Scales: The Number of Errors, The Coefficient of 
Reproducibility (CR) and the Evaluation 
The The statements from Total CR The output of this 
content of favourable to unfavourable error evaluation (%) 
the scale order 
(+) (+) (. ) (-) (-) Favour Neutral un- 
able favour- 
able 
The decor Q14 Q35 Q1 Q33 Q6 15 . 93 81 09 10 
of the hotel n=242 n=227 
The Q18 Q11 Q23 Q38 Q34 17 . 
93 96 04 03 
cleanliness 
of the hotel n=247 n=230 
The food of Q22 Q9 Q39 Q30 Q15 36 . 84 89 05 
06 
the hotel n=223 n=219 
Then, the number of errors was computed by looking at the perfect scale templates in 
Appendix D. 6.. As can be seen from the CR values in Table 8.32., the unidimensional 
structure of the two physical quality scales is supported. However, the last scale 
concerning the hotel food failed to display this structure (CR=. 84). 
The respondents' overall evaluation is shown in the last column of the Table 8.32., 
According to these statistics the majority of the sample favourably rated the quality of 
hotel facilities. 
8.3.2.5.1. b Staff Behaviour and Attitude 
Table 8.33. shows the order of staff behaviour and attitude scale, the number of errors, 
the CR score and the outcome in response to the sample's evaluation. 
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Table 8.33. The Staff Behaviour and Attitude Scale: The Number of Errors, The 
Coefficient of Reproducibility (CR) and The Evaluation (n=250) 
The The statements from favourable Total CR The output of this 
content of to unfavourable order error evaluation (%) 
the scale n=241 
(+) (+) Favour Neutral un- 
able favour 
able 
The Q12 Q10 Q5 Q31 Q19 9 . 
96 93 04 6 
competence 
of the staff 
The obtained CR (. 90) value suggests that this scale is unidimensional 
of the sample rated staffs behaviour and attitude favourably. 
8.3.2.5.1. c Output Quality 
Moreover, 93% 
Table 8.34. displays the order of the output quality scale, the number of errors, the CR 
score and the outcome in response to the sample's evaluation. 
Table 8.34. The Output Quality Scale: The Number of Errors, The Coefficient of 
Reproducibility (CR) and The Evaluation (n=240) 
The The statements from favourable Total CR The output of this 
content of to unfavourable order error evaluation (%) 
the scale n=218 
(+) (+) favour- neutr un- 
able al favour 
able 
The Q29 Q40 Q20 Q37 Q27 23 . 
90 55 24 21 
experience 
of hotel 
With reference to the obtained CR value (. 90), unidimensionality of the output quality 
scale is supported. The distribution of the evaluation score 
indicates that the majority of 
the visitors were pleased with their experience at the hotel. 
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8.3.2.5.1. d Accessibility 
Table 8.3 5. illustrates the order of the accessibility scale, the number of errors, the CR 
score and the outcome in response to the sample's evaluation. 
Table 8.35. The Accessibility Scale: The Number of Errors, The Coefficient of 
Reproducibility (CR) and the Evaluation (n=247) 
The 
content of 
the scale 
The statements from favourable 
to unfavourable order 
Total 
error 
CR The output of this 
evaluation (%) 
n=238 
(+) (+) (. ) (-) (-) favour- neutr un- 
able al favour 
able 
The Q17 Q3 Q24 Q36 Q21 9 
. 
96 94 08 5 
accessibility 
of the hotel 
facilities 
According to the CR (. 96) score, the accessibility scale is unidimensional. Again, 
majority of the visitors rated favourably (94%) this dimension. 
8.3.2.5.1. e Timeliness 
Table 8.3 6. shows the order of the timeliness scale, the number of errors, the CR score 
and the outcome in response to the sample's evaluation. 
Table 8.36. The Timeliness Scale: The Number of Errors, The Coefficient of 
Reproducibility (CR) and the Evaluation 
The The statements from favourable Total CR The output of this 
content of to unfavourable order error evaluation (%) 
the scale n=225 
(+) (+) (. ) (-) (-) favour- neutr un- 
able al favour 
able 
The speed Q28 Q13 Q25 Q8 Q32 - 100 89 2 9 
of the meal 
Service 
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The timeliness scale contains no error. This means that all the visitors agree that the 
structure of this scale is unidimensional (CR=100). While 89% respondents agree that 
the speed of the service is on time, only a few people rated these services unfavourably. 
8.3.2.5.1. f Reliability 
Table 8.37. presents the order of the reliability scale, the number of errors, the CR score 
and the outcome in response to the sample's evaluation. 
Table 8.37. The Reliability Scale: The Number of Errors, The Coefficient of 
Reproducibility (CR) and the Evaluation (n=241) 
The The statements from favourable Total CR The output of this 
content of to unfavourable order error evaluation (%) 
the scale n=217 
(+) (+) (. ) (-) (-) favour- neutr un- 
able al favour 
able 
The degree Q2 Q7 Q26 Q4 Q16 24 . 
90 95 2 3 
of keeping 
promises 
As can be seen from the CR (. 90) score in Table 8.37., the unidimensional structure of 
the scale is supported as the scale produces less error than the suggested cut-off value. 
Again the majority of the sample positively rated (95%) the degree of keeping promises. 
A further level of analysis reproduced for all the demographic and categorical variables 
which were age (5 categories), income level (4 categories), frequency of stay (4 
categories) purpose of travel: leisure or business (Appendix D. 7. ). Although some of the 
CR scores were below the acceptable cut-off value for the `age' and `income' variables, 
these were not significant and it may be caused due to the small sample size. 
However, this analysis revealed that only the dimension of reliability, in the category of 
purpose of travel (CR= . 
74 in leisure class, n=31) and frequent hotel users (in two groups 
of this category CR= . 
79, n= 24, and CR= . 
63, n=22), showed too much diversity and 
failed to meet the minimum CR value. This violates the reliability of findings, as the error 
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was not random, but biased to this category of sample 
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Although reliability should be 
rejected as a valid dimension in this stage, this scale is also taken to the second stage of 
analysis in order to see its performance. 
8.3.2.5.2 Stage 2.: The Unidimensionality of Scales in the Positive and Negative 
Samples 
In the second stage the respondents are segmented into positive (favourable) and negative 
(unfavourable) categories according to their overall ratings. The unidimensionality of 
each scale is then checked by using Goodenough-Edwards error counting technique in 
both samples (McIver and Carmines, 1981). It should be noted that the analysis was not 
possible for natural category as it is defined by a single item. 
A major criticism of the Guttman scale is that high CR values can be obtained by items 
not discriminating on each pole (McIver and Carmines, 1981, p. 50). In other words, 
differences between most favourable to favourable are lost. The same would be true for 
the negative pole. Minimal Marginal Reproducibility (MMR) is suggested for checking 
the internal consistency of the scale. The MMIR score should not be excessively high, or 
at least, it should be less than the obtained CR. value (Dunn-Rankin, 1983). 
Table 8.3 8. compares the two scalability scores across the two samples divided according 
to their positive and negative evaluation. 
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Table 8.38. The Coefficient of Reproducibility (CR), Minimal Marginal 
Reproducibility (MN' R) in Positive and Negative Samples 
Dimensions Positive Sample Negative Sample 
n{ CR% MMR% CR% MMR% 
Physical quality 1 
Decor 98 70 95 75 
Physical quality 2 
Cleanliness 19 - : ':. 86 - 
Staff behaviour 
and attitude 
................ < 
22..... 98 86 1 100 81 
y Output ualit 2 ..................... .................. 
93 74 91 55 
Accessibility 
................... ..................... ..................... ..................... .................... ................. 
94 93 2 100 96 
Timeliness 19 98 97 
.......... 
100 73 
Reliabilit 37 - ::: 37 - 
It has been pointed out that the form of error counting differs between stage 1 and stage 
2 and it is for this reason that the CR values in the first stage analysis will be different. 
The analysis in Table 8.38 suggests that only physical quality 1, staff behaviour-attitude 
and output quality have qualified across the three criteria. However, the problems related 
to physical quality 2 may be accounted for by the use of double-barrelled terminology. 
Whilst accessibility and timeliness produce high CR scores, the unidimensional structure 
of these scales are not supported by MNR scores 
dimension is also confirmed deletion of this dimension. 
8.3.2.5.3 Validity of the Scales 
The CR score for the reliability 
The major concern of the validity analysis is to establish a consistent relationship between 
the measurement scale and other constructs measured by other scales. Therefore, having 
established the existence of the three dimensions by their unidimensionality, the next stage 
is to ascertain if the dimensions could predict the behavioural intentions specified in the 
questionnaire. 
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Figure 8.14. shows the findings of the sample's behavioural intention score measured by 
two categorical scales. 
Figure 8.14. Visitors' Behavioural Intention Score: Return or 
Recommend the Hotel 
Question Yes (%) No 
Intention to Return 75 25 
Intention to Recommend 77 
F 
23 
Overall, the sample favourably rated these two scales. A logistic regression procedure 
was conducted on the dimensions to see if they predict `return' and `recommend' 
behaviour (Norusis, 1993). As this procedure is based on the validated sample those 
subjects who produced errors in the first stage were eliminated. This procedure was 
different for each dimension and the numbers subtracted from 255 are shown in the `error 
in sample' column in the previous analysis. 
As the questionnaire was originally scored on the basis of `yes-no' the response pattern 
(not the person's obtained response pattern) for each subject on each dimension, was re- 
scored along the continuum most acceptable-least acceptable (e. g. 2.1.0. -1. -2. ). By this 
means, a single score per subject and per dimension was obtained. For instance, if a 
person's response pattern is positive in this response pattern (+ +-- -), his average score 
will be 1.5 (2+1+0+0+0= 3/2 = 1.5). 
Table 8.39. shows the results of the logit estimation based on the maximum-likelihood 
method corresponding to the three scales. 
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Table 8.39. Logistic Regression Analysis Dimensions Against Two Behavioural 
Variables 
Dimensions Intention to Return Intention to Recommend 
Coefficient Wald Statistics Sig. Coefficient Wald Statistics Sig. 
Physical 
.1 . 
32 1.31 
. 
25 
. 
26 
. 
88 
. 
34 
Staff behaviour 
and attitude -. 16 . 
20 
. 
64 
. 
46 1.43 
. 
23 
Output ualit 1.41 25.22 . 00 1.38 22.59 . 00 
Constant 
. 
78 3.24 
. 
08 
. 
23 
. 
23 
. 
62 
Model 1. 
Model chi-square sig.: . 000 (3 
d. f. ) 
Improvement sig: . 000 (56.94,3 
d. f. ) 
Correct classification rate: 81.2 percent 
Model 2. 
Model chi-square sig.: . 000 (3 
d. f) 
Improvement sig.: . 
000, (62.25,3 d. f. ) 
Correct classification rate: 84.0 percent 
The two logit models based on the two behavioural variables indicate a reasonably good fit 
between both variables and the three scales by chi square and model improvement statistics 
(p< 
. 
000). Measured in terms of classification rate, that is, the degree of agreement 
between the direction of the behavioural variable and the direction of the dimension 
variable, there is a reasonably good fit. The overall classification rate was, for "intention to 
return", 8 1% (44% for non-return and 91 % for return to hotel). The rate for "intention to 
recommend" was 84% (52% for non-recommend and 92% for recommend). Both 
variables (64% and 65% respectively) exceeded the rate of proportional chance criterion 
(Morrison, 1969) and therefore, indicate a discriminating power. However, the low rate 
for the "non-return" group is some caution for concern in model 2. This finding raises the 
concern that valid service quality dimensions can exist without any connection to the 
intention to return variable in which case, the results of logic model could be invalidated. 
However, against that, the claim for the power of the dimensions is only that it is 
directional. 
It is clear from Table 8.39., that not all of the variables are significant in predicting the 
respondents' behavioural intention. Only output quality has a predictive power between 
the choices of "return and non-return hotel" (p< . 
000). If the intercorrelations are taken 
into account it can be seen that output quality highly correlates with the other dimensions. 
The correlation between output quality and physical quality was . 
62 (p<. 001) and output 
quality and staff behaviour-attitude was . 
57 (p<. 001). The correlation between physical 
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quality and staff behaviour attitude is . 
52 (p<. 001). From this it could be argued that the 
performance of output quality was due to it operating at a different level of abstraction. 
When output quality was removed and a further logistic regression applied the remaining 
dimensions were significant which provides further evidence that they had a predictive 
value. The `intention to return model' has a good fit (model chi square: 34, p =. 00, 
improvement: 34.0, p 00,82% correctly classified, staff behaviour and attitude: Wald 
statistics = 6.05, beta = . 
66, p<. 01, physical quality: Wald statistics = 11.8, beta = . 
75, p= 
00, constant: Wald statistics = . 
17, beta = -. 14, p= . 
68). The `intention to recommend 
model' has also a good fit (model chi square: 47.9 p =. 00, improvement: 47.9, p =. 00, 
84% correctly classified, staff behaviour and attitude: Wald statistics = 12.0, beta = 1.12, 
p<. 001), physical quality: Wald statistics = 11.5, beta = . 
77, p<. 001, constant: Wald 
statistics = 1.58, beta = -. 54, p= . 
20). This may support the above argument that output 
quality operates at a different level of abstraction in that it has connections to the other 
dimension, but is the only one to have predictive power. 
8.3.2.2 The Control Sample: The Hotel Inspectors 
In the first phase, the sample descriptive statistic is presented. This is followed by the 
data analysis procedure. Finally, this section is completed with the validity analysis. 
8.3.2.2.1 Sample Statistics 
The total of 90 questionnaires, three per inspector, was distributed. A total of 60 
questionnaires were returned with a response rate of 66%. The sample includes only the 
hotel inspectors. 
In order to increase the value of the control function, the inspectors were asked to rate 
only the quality of 3 star hotels. Figure 8.15. shows the grading of the 
hotel sample. 
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Figure 8.15. Hotel Grading (n=60) 
3 Star 
88% 
While the majority of the hotel sample is in the three star hotel category, the data 
captured a few two and four star hotels. The detailed characteristics of hotels are 
presented in Appendix D. 8.. 
Gender The inspector sample contained 18% males and 73% females, but 9% of them 
did not report their gender. 
Age Group Figure 8.16. displays the inspectors age group. 
Figure 8.16. Inspector's Age Group 
30 3Q. °lo. 
........ -------------------------------------- --------------------..... ------ 
30 
20 
10 
0 
- 
As can be seen in Figure 8.16., the four age groups: 25-34,35-44,45-54,55 and over, 
accounted for the highest percentage. No inspector belonged to the 16-24-age category. 
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Income Group Figure 8.17. illustrates the sample's income level. 
Figure 8.17. Inspector's Income Group (n=60) 
58% 
60 
50 
40 
30 
20 
10 
0 
Chapter 8: Findings 
The inspectors were classified according to four income groups. The collected data 
indicates that the majority of the inspectors are in 115,001 to 122,000 (58.3%) and 
£22,001 to £35,000 income groups There was no inspector from the highest income 
group (£35,000 and over). 
8.3.2.2.2. Findings with The Survey 
As the main study sample introduced the principles of analysis in detail, this section 
summarises the findings of the survey in two stages. 
8.3.2.2.2. a Stage 1: Assessing the Scale Ordering Structure 
The sample error assessment procedure used for the main survey was also applied to the 
present study. Table 8.40. summarises the order of scale items, the number of errors, the 
CR scores and the outcome of evaluation in response to the inspector's data. 
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Table 8.40. The Inspectors Data: The Order of Scales, The Number of Errors, The 
Coefficient of Reproducibility (CR) Scores and the Outputs of Evaluation 
(n=60) 
The scales The statements from favourable Total CR The output of this 
to unfavourable order error evaluation (%) 
(+) (+) (. ) (-) (-) favour- neutr un- 
able al favour 
able 
Physical 
quality 1 Q14 Q35 Q1 Q33 Q6 6 . 90 61 2 37 
Physical 
quality 2 Q18 Q11 Q23 Q38 Q34 2 . 97 85 - 15 
Physical 
quality 3 Q22 Q9 Q39 Q30 Q15 14 . 76 67 1 24 
Staff 
behaviour Q12 Q10 Q5 Q31 Q19 6 . 90 78 - 22 
and attitude 
Output 
quality Q29 Q40 Q20 Q37 Q27 6 . 90 46 29 25 
Accessibility Q17 Q3 Q24 Q36 Q21 4 . 93 89 4 7 
Timeliness Q28 Q13 Q25 Q8 Q32 - 100 77 - 23 
Reliability Q2 Q7 Q26 Q4 Q16 5 92 85 4 11 
As can be seen from the CR scores in Table 8.40, the six scales qualified as a result of 
this computation. As in the main sample, the third physical quality scale concerning the 
hotel food failed to produce a sufficient CR value. 
The inspectors' overall rating in response to service quality evaluation is also summarised 
in the last column of Table 8.40. With reference to these scores, the majority of the 
sample report a favourable rating for the nominated dimensions. 
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8.3.2.2.2. b Stage 2: The Unidimensionality of Scales In The Positive and Negative 
Samples 
Although the AA inspector population is relatively small compared to the main sample 
and also this sample size is less that Guttman's (1947, p. 249) suggestion (average 100 
people) for testing unidimensionality, the same procedure used in the main sample was 
employed in order to make some comparison. Table 8.41. summarises the CR and MIN' R 
scores in the positive and negative sample. 
Table 8.41. Inspector Data: The Coefficient of Reproducibility (CR), Minimal 
Marginal Reproducibility (MMR) in Positive and Negative Samples 
The Scales Positive Sample Negative Sample 
..................... ..................... ................... 
..................... .................. ..................... .................. ..................... ..................... 
CR% MMR CR% MMR% 
Physical quality 1 
Decor 
... ..................... 
::::: 100 64 
. 
;:;: a::; 100 67 
Physical quality 2 
Cleanliness S i 
... ..................... 
24 - 
::::::::::::::::::::::: 100 71 
Staff behaviour and 
attitude <::: 43: >:. 100 66 1: 1...... 100 81 
Output quality .:.:.:............ 2; 93 59 I 50 - 
Accessibility 4$ 94 86 100 88 
Timeliness '`< 98 91 l4 100 75 
Reliabili 66 - 100 66 
As can be seen from the CR and M1VIR scores in Table 8.41., unidimensionality of the 
three scales, physical quality 1, staff behaviour and attitude, and output quality are 
supported in the positive sample. Despite the fact that accessibility and timeliness scales 
produced a sufficient CR value, the obtained high MMIR scores in response to these 
scales suggest that they are constructed by extreme items and therefore, their 
unidimensional structure is not valid. In other words, the discrimination between most 
favourable and favourable was lost. Furthermore, the reliability and physical quality 
scales failed to provide its unidimensionality similar to the main sample. 
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Although the majority of the findings obtained in positive sample were similar to the 
negative sample, unidimensionality of the output quality was not supported by the 
negative sample. On the contrary, the reliability scale was found to be unidimensional. 
However, the size of the sample was too small to accept these findings as significant. 
8.3.2.2.3 Validity of the Scales 
The validity analysis aims to establish a relationship between the respondent's output 
score and their behavioural intention score in this study. The two separate scales using 
the categorical (yes or no) response category assessed the behavioural intention: 
`intention to recommend' and `intention to return'. Due to the fact that the control 
sample consists of only hotel inspectors, only the behavioural question, intention to 
recommend rather than intention to return, was used in the validation process. Figure 
8.18. shows the findings with the inspectors' intention to recommend score. 
Figure 8.18. The Inspectors' Intention to Recommend Score 
Question Yes (%) No (%) 
Intention to Recommend 50 50 
As it was revealed by the data in figure, their score was distributed equally between the 
two categories. Table 8.42. shows the validity of the three scales against their intention 
to recommend behaviour. 
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Table 8.42. Logistic Regression Analysis: Dimensions Against Intention to 
Recommend 
The Dimensions Intention to Recommend 
Coefficient Wald Statistics Significant 
Physical quality 1 1.46 3.76 . 05 
Staff behaviour and 
attitude 2.64 1.04 . 
30 
Output quality 1.42 3.99 . 04 
Constant -3.69 1.59 . 
20 
Model 1. 
Model chi-square sig.: . 
000 (3 d. f. ) 
Improvement sig: . 
000 (31.90,3 d. f. ) 
Correct classification rate: 81 % 
The logit model based on the predictive validity variable indicates a reasonably good fit 
between the intention to recommend variable and the three scales by chi square and model 
improvement statistics (p< . 
000). Measured in terms of classification rate, that is, the 
degree of agreement between the direction of the behavioural variable and the direction of 
the dimension variable, there is a reasonably good fit. The overall classification rate for 
this variable was 81% (66% for non-recommend and 92% for recommend hotels). 
It is clear from Table 8.42. that not all of the variables are significant in predicting the 
respondents' behavioural intention. Only output quality and physical quality have 
predictive power for the choice of `recommend and non-recommend hotel' (p< . 05). 
If the intercorrelations are taken into account, it can be seen that the dimensions 
moderately correlate between them: correlation between output quality and physical quality 
was . 
57 (p<. 00) and output quality and staff behaviour-attitude was . 
67 (p<. 00). The 
correlation between physical quality and staff behaviour attitude was . 
62 (p<. 00). 
8.3.2.3 Comparison of The Findings in Two Samples 
The findings of the two surveys are summarised in Table 8.43. 
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Overall, the findings obtained from the main sample were confirmed by the control 
sample. The analysis suggests that the three scales, physical quality (decor), staff 
behaviour and attitude, and output quality, are unidimensional and valid according to 
customers' and inspectors' evaluation of service quality. Two of the physical quality 
scales concerning with the cleanliness and food of the hotel, did not match the perfect 
scale template in both samples. Similarly, the three scales, accessibility, timeliness and 
reliability failed to establish their unidimensionality in the second stage of analyses in 
both samples. 
8.3.2.4 Summary of The Indirect Rank Questionnaire Survey 
The development procedure for the indirect rank questionnaire was to establish a 
unidimensional structure on the basis of most acceptable to least acceptable (or 
favourable to unfavourable) continuum. The early evidence for this structure for each 
scale was established through the pilot studies (Q-sort study). As the successive 
ordering means that the construct is unidimensional and therefore existed, the aim of the 
field survey was to find the same structure when the evaluation of hotel service quality 
was concerned. Therefore, the indirect rank questionnaire was applied to the two 
different samples, the inspectors and the hotel customers, in order to confirm whether or 
not the proposed scales were unidimensional. This analysis also showed validity and 
usefulness of dimensions for evaluation of service quality. 
The analyses were completed in two stages. The objective of the first stage of analysis 
was to find unidimensionality of a scale by searching its ordering structure on the basis of 
acceptable and unacceptable continuum. The second stage of analysis aimed to establish 
unidimensionality of a scale in the positive and negative samples. 
The main survey which captured the perception of hotel customers indicated that the 
three of the scales, physical quality 1 (decor), staff behaviour and attitude, output 
quality, were unidimensional as a result of the above procedure being applied in two 
stages. In the contrary, four of the nominated scales, physical quality 2 (cleanliness), 
physical quality 3 (food), accessibility, timeliness and reliability did not meet the perfect 
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scale templates and were rejected. Similarly, the second survey applied to the hotel 
inspectors confirmed the findings obtained from the main survey. The three scales, 
physical quality 1 (decor), staff behaviour and attitude, output quality, validated in the 
first study were also found to be unidimensional. Similarly, the remaining scales failed to 
provide this structure. 
The predictive validity of the scales, which qualified as a result of the error assessment 
process, was checked by using the subjects' service evaluation score. Evidence obtained 
from the Logit regression analysis suggests that the scales were valid in predicting 
respondents' behavioural intentions. However, not all of the variables were statistically 
significant when they were combined as a model, but were significant as an individual 
dimension. In line with this finding, only output quality was found to be statistically 
significant in the main sample (customers) whereas output quality and physical quality 
were found to be statistically significant for predicting intention to recommend in the 
control sample (hotel inspectors). 
8.4 CONCLUSION AND COMPARISON OF THE TWO STUDIES 
This chapter has attempted to establish the validity and usefulness of the six nominated 
dimensions for the evaluation of hotels by using the scaling procedure. Therefore, 
evidence for this argument would support the reliability and validity of the scales. 
Hence, two types of scales, but representing the same dimensions were applied to the 
two different samples. The first study was conducted in Turkey (The Likert scale data) 
and the second study was conducted in the UK (The indirect rank scale data). Both 
samples contained only British nationals. Furthermore, the UK study was divided into 
the two samples to make a comparison: the main sample (hotel customers) and the 
control sample (AA hotel inspectors). 
The Likert scale data was initially analysed by employing the Likert methodology in 
order to assess internal consistency, reliability and validity of the nominated scales. This 
was followed by the use of Guttman methodology to check the unidimensionality of 
scales. While the four nominated scales, physical quality, staff behaviour and attitude, 
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and timeliness, were qualified as a unidimensional scale, the accessibility and reliability 
scales failed to provide this structure as a result of this procedure, the analysis, overall, 
suggested that the initial 36-item scale should be reduced to the 15 items recast in the 
four dimensions. 
The re-assessment of the 15 item Guttman scale involved further reliability and validity 
analyses by using its original rating scale which was the five point Likert scale. The 
unidimensional scales (physical quality, staff behaviour and attitude, output quality and 
timeliness) displayed a strong reliability score. This indicates that the scales provide a 
true measurement and define the relevant construct (see Appendix D. 9 and D. 10 for the 
factor structure of two and three-dimensional model). 
The 15 item Guttman scale was also found to be valid in terms of meeting the criterion 
and construct validity criteria. However, not all of the scales were statistically significant 
in predicting overall service quality and timeliness was failed in this analysis. This result 
indicates that only the dimensions of physical quality, staff behaviour and attitude and 
output quality were important indicators of service quality. 
A complementary methodology was employed for assessing the second instrument, 
which was the Indirect Rank scale. The main objective was to check the validity of the 
six nominated dimensions by establishing its unidimensionality. Consequently, applying 
the Guttman principles assessed the structure of each scale. The cross-examination of 
the control sample (AA hotel inspectors, n=60) and the main sample (hotel customers, 
n=255) arrived at the same conclusion. It was suggested that three of the dimensions, 
physical quality 1, staff behaviour and attitude, output quality should be retained. Two 
of the physical quality scales related with hotel food and cleanliness, as well as the 
accessibility, timeliness and reliability scales failed to provide a undimensional structure. 
The reason why the food scale did not provide this structure might be due to the fact that 
the food scale was mis-identified. This scale was considered to be a part of the 
dimension of physical quality due to its tangible aspects. However, the hotel customers 
may put it in different place according to their perceptual categorisation. This may be in 
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the category of output quality if they think that this is a part of outcome or benefit in 
their visit experience. Second, the food scale contained "double-barrelled" items such as 
the "food was tasty, not well presented, but with plenty of choice" and this might have 
caused some confusion (Hinkin, Tracey, and Enz, 1997). While the last proposition may 
also be valid for the physical quality 2 scale, it should be noted that the food scale was 
considered a dummy variable and it did initially not qualify in the Q-Sort tests. 
From the logit analysis, the three-dimensional model (physical quality 1, staff behaviour 
and attitude, output quality) were found to be valid in predicting respondents' 
behavioural intention in both samples. However, customers view output quality as 
significant factor for prediction their intention to recommend and return behaviour in the 
first sample (p<. 00) whereas inspectors view output quality and physical quality as 
significant factors for predicting their intention to recommend in the second sample (p<_ 
. 
05). 
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CHAPTER 9 
CONCLUSION and DISCUSSION 
9.1 SUMMARY OF MAIN CONCLUSION 
The objectives of the study grew out of the conceptual and methodological problems, 
which were, described in Chapters 2,3 and 4. The objectives of investigating the validity 
of dimensions of hotel evaluation and of devising an appropriate scaling approach have 
been met. 
As the findings contain a substantial amount of technical detail, it would be appropriate 
to draw out the main conclusions from the technical details. There are three substantive 
and two procedural conclusions. 
Substantive findings: 
i) Three dimensions of hotel evaluation were confirmed as valid 
quality, staff behaviour and attitude, and output quality 
These were physical 
ii) Dimensions of evaluation can act independently. It is assumed by models of service 
quality that dimensions or constructs are correlated and work together. Those 
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dimensions can operate independently as well as in a correlated group is an important 
finding. 
iii) There is a valid concept, which is named in the study, as output quality offers 
researchers a chance to debate its value in service quality research. 
Procedural findings; 
iv) The study has emphasised the value of content validity from the outset and has shown 
how care and attention in the methodology towards the content of statement pays 
dividends to scaling procedures. In this respect, the value and contribution of Q-Sort 
technique has been advocated. 
v) The study offers an alternative scaling procedure to the commonly used Likert Scale. 
In one sense it is not suggesting an alternative in that, the emphasis on content validity 
through Q-Sort is just as applicable to Likert as to any other scaling procedure. 
However, given that research has fallen into the habit of piloting Likert scales to obtain 
internal validity, the use of Q-Sort together with the Guttman principles is a genuine 
alternative. 
9.2 CONTRIBUTION OF THIS STUDY 
Conclusions can be drawn from this study in respect of the empirical findings, the 
contribution it makes to methodology and its place in the theoretical context. 
9.2.1 Empirical Contribution To The Literature 
The empirical purpose of the study was to attempt to validate evaluative dimensions used 
in the assessment of hotels. The dimensions under scrutiny were taken from previous 
empirical and conceptual studies. The findings partly support previous empirical studies 
in that they validate some of the dimensions. However, some dimensions, which had 
been validated by other studies, were not replicated here. Of the two dimensions taken 
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from SERVQUAL, one failed to be validated and the other passed. Therefore, the 
SERVQUAL scale receives direct criticism as one of its dimensions, reliability, failed to 
be supported as valid. However, the SERVQUAL conceptualisation of service quality 
does receive indirect support from these findings in the sense that as some dimensions 
were validated and therefore, it could be assumed that there are dimensions in use and 
that service quality can be captured by multidimensional instruments. 
Taking into accounts the validity and reliability of the present instrument, the 
performance only measurement seems to be an efficient and friendly method. This 
should be accepted with a caution, because no direct comparison between this method 
and other methods were possible due to limitation of this study. However, it should be 
noted that the service quality literature is quite supportive for the use of performance 
only measurement (Buttle, 1996). 
Perhaps the most interesting finding of the study is the emergence of the dimension of 
`output quality'. In the literature this dimension is conceived as a composite of image, 
assurance and benefits. At least in some respects, this dimension is the closest to the one 
concept left out in the Indirect Rank questionnaire, overall quality. However, a 
dimension of output quality is, in fact, not the equivalent of putting in a question on 
`overall quality'. By using the Q-sort technique output quality becomes a dimension 
with a character which is both appreciative, in the sense of `I like it' and calculative, in 
the sense of `it gives me what I want'. This aspect of output quality is similar to the 
concepts of image and benefit that consumers are either seeking or using as an input to 
form overall impression. This finding also gives support to the model of service quality 
devised by Gronroos (1984) who argues that image and output quality is an essential 
component of service quality. 
In the recent service quality literature, the value of output quality has been recognised. 
However, the content of this dimension was poorly defined and mixed with overall 
quality (Powpaka, 1996). Therefore, the scores obtained from these studies are inflated 
due the fact that the score of output quality is contaminated by the overall quality 
measure. In this study, the validity of output quality was not only established by the 
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scaling procedure in both samples but also initially shown to be valid and unique by 
content definition (section 7.2. Definition of Dimensions). What is more notable is that 
the validation of output quality confirms Lewis's (1987) proposition. He notes that this 
dimension is missing from the SERVQUAL scale, but it could be critical for evaluation 
of hotels. In this study, a large amount of variance explained by this dimension may 
provide further evidence for his argument (section 8.2.5.10 Validity of the 15 Item 
Guttman Scale and 8.3.2.5.3 Validity of scales) 
It is worth restating that those concepts that made it into the questionnaire did so after 
passing a number of tests. It is against this background that the validation of the 
dimension of staff attitude and behaviour should be considered. It would appear to be a 
valuable dimension, which has been overlooked, to the best of this researcher's 
knowledge, in other studies. However, Getty and Thompson (1994, p. 12) identified a 
similar concept in the evaluation of hotels and they called this "contact". A careful 
examination of their scale indicates that the construct is defined by the items related to 
staff behaviour and attitude such as `employees listened to me', `employees understood 
my problems', `employees were eager to please me' etc. 
Confirming the validity of the dimension of physical quality supports the previous studies 
conducted in hotels (Saleh and Ryan, 1991; Getty and Thompson, 1994; Oberoi and 
Hales, 1990). It is also apparent from the empirical studies in literature that this 
dimension is a generic and the most easily identified construct in the evaluation of service 
quality (Parasuraman et. al., 1985; 1988; 1991; Saleh and Ryan, 1991; Getty and 
Thompson, 1994) 
One of the interesting contributions of this study was the validation of timeliness, 
although the unidimensionality of this construct was supported by only the Likert scale 
data. However, the research on assessment of timeliness is increasing (Kahan, Peretz, 
Rybiski and Shain, 1995) and therefore, the timeliness scale may be quite useful for those 
who are interested in conducting research in this area. 
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There is an increasing concern in quality studies and quality management issues in both 
academia and industry. However, the absence of a valid and reliable instrument risks the 
outcome of measures and this will also be detrimental to the strategies to improve service 
quality. The 15 item Guttman scale (the timeliness scale may be excluded as this 
dimension failed provide its validity in the second survey) produced from the Likert scale 
questionnaire may be a valuable instrument for assessing hotel service quality. 
Notwithstanding possible limitations of this study, this scale is a reliable and valid 
instrument (section 8.2.5.9 Reliability of the 15 Item Guttman scale and 8.2.5.10 Validity 
of the 15 Item Guttman Scale) and its content is specific to the hotel environment. 
9.2.2 Methodological Contributions To The Literature 
In methodological terms, it could be argued that the literature demonstrates considerable 
progress in service quality measurement yet still contains a majority of the problems it 
started with. This study does suggest that new ways of tackling the problems can be 
fruitful. The application of Q-sort technique and Guttman scaling in service quality 
measurement, was original. However, the principal contribution of the study to 
methodological approaches lies firstly, in its emphasis on content validity as the basis for 
scale construction and secondly in seeing the establishment of construct validity in terms 
of a total process rather than as an outcome of statistical findings (Peter, 1981). Thirdly, 
the contribution lies with the premise that the whole process is designed without 
postulating a model with implications of relationships between dimensions. By this 
means the focus of achieving construct validity through unidimensionality was 
maintained. It is this design that explains the absence of exploratory factor analysis. One 
of the key limitations of the study was that no causal relationship was assumed. The 
search was for single independent dimensions. Therefore, although confirmatory factor 
analysis is still possible, it was not undertaken because of the limits set by the 
assumptions. However, further research could be useful to test the three dimensional 
model which is explained in the next section. 
The main conclusion from the literature is that construct validity is a greater problem 
than reliability. This study has attempted to improve construct validity by adopting a 
318 
Y. Ekinci Conclusion and Discussion 
procedure that builds such validity into the scaling process itself This was the 
contribution of the Q-Sort technique. The use of the Guttman scale, instead of the more 
common Likert one, was due to its deterministic character as against the probabilistic 
nature of common alternatives. The value of the deterministic property of the scale lies 
in the confirmatory purpose of the study, which was to reconfirm dimensions found in 
other hotel evaluative studies. 
This research may offer several contributions and implications for scaling of service 
quality. The methodological approach adopted in this study has attempted to reduce 
subjectivity and bias inherent in human perception systematically through the application 
of the Q-sort technique (Trochim, 1997). Furthermore, the results obtained from these 
studies emphasised the importance of wording in scaling. Usually the more times a 
statement goes through a Q-sort and meets the statistical criteria, the more confidence 
the researcher can have in its ultimate performance in a scaled questionnaire. 
It can be argued from the findings of Q-Sort studies that not only the wording of 
statements, but also the task of determining an optimum statement is a crucial issue in 
describing the relevant service quality dimension. Subjectivity demands this. Therefore, 
the Q-Sort study should be accepted as an item development process, which is the 
foundation of internal consistency reliability (Hinkin et. al., 1997). In this respect, this 
study may contribute to Churchill's (1979) paradigm by introducing a new stage. This 
means that the items should be tested against definition before moving the actual 
measurement stage. 
Although this research does not seek to attack the SERVQUAL model directly, there is 
one area where it clashes with the conventions of SERVQUAL methodology. The 
SERVQUAL assessment studies encourages a common tendency for negative items to 
be removed from the service quality scales due to the fact that they cause reliability 
problems and inflate mean scores (Parasuraman et al., 1988; Babakus and Boller, 1992). 
For this reason, the SERVQUAL, LODGESERV, and LODGQUAL scales, which are 
the most well known service quality instruments, do not contain negative statements. 
However, the evidence obtained in this study from the Q-Sort findings, and the main 
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surveys indicates that both positive and negative statements are eligible to define service 
quality dimensions (section 8.2.5.9 Reliability of the 15 Item Guttman Scale). Mix 
worded items in a scale are necessary to reduce respondents' bias in measurement 
(Churchill, 1979). Furthermore, if service quality is accepted as a form of attitude, as 
Parasuraman et. al., (1988) proposed, it is crucial to use negatively worded statements 
because attitude theory itself is formulated in a both positive and negative form (Engel, 
Blackwell and Miniard, 1995). 
To summarise the methodological contribution of this study, emphasis is placed on the 
value of the Q-Sort technique as a preliminary process in scale development. It follows 
therefore, that the finding with regard to the dimensions require further research. The 
message, however, is that it may be worthwhile using the slower Q-Sort technique 
instead of relying on piloted questionnaires to give validity to the eventual questionnaire. 
It could also be claimed that the Q-Sort is efficient due to the fact that the food scale did 
not pass in the Q-Sort study and it was rejected in the main survey (the Indirect Rank 
Scale) when used as a dummy variable. Similarly, high reliability scores were obtained 
for the majority of Likert scales (five out of six) when established by this technique 
(section 8.2.4.3 Internal Consistency 2: Item-to-Total Score Correlation). On the 
contrary, it may be argued that comparing the performance of failed and qualified items 
together in a new sample can assess the efficiency of this technique more accurately. 
Although this is perfectly legitimate, it does not threat the usefulness of this technique, 
but should be considered as an opportunity for further research. 
Finally, this study demonstrates that scaling is a long and tedious process. Every step 
must be planned and managed carefully. In every stage, the application of research plan 
should be systematic and cumulative. The scale may fail, if one part of the system is 
missing. The saga of the food scale is worth revisiting. Although the literature claims 
that the use of double barrel items should be avoided in the scale (DeVellis, 1991), the 
food scale contained this terminology (e. g., the food was tasteless and poorly presented 
and we had little choice). This scale was qualified neither in the Q-Sort studies nor in the 
main sample (section 8.3.2.3 Comparison of Findings in Two Samples). Another reason 
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for this may be that the food scale was not properly specified to the relevant dimension in 
the scale construction process. 
9.2.3 Theoretical Contributions To The Literature 
The study did not directly enter the theoretical debate on whether dimensions are generic 
or specific, but contributes to it by arguing that its findings suggest that whatever 
dimensions are `in action' in a particular context, be they generic or specific, may be 
more likely to be validated in a specific context, because the descriptors which form the 
basis of the scale, are context specific. Thus, in the case where scaling is to a specific 
context, failure to find a dimension does not infer that it does not exist at all, but merely 
that it is not valid, and by implication not scalable. The situation could have influenced 
the outcome. This possibility may be a limitation of the study. This study does not deny 
the existence of a generic structure of evaluation, but such a structure does not mean that 
every one of its dimensions are used in all situations. Therefore, failure to find a 
dimension which happens to be generic does not mean it does not exist to be used in 
other situations. Similarly, in Personal Construct theory, for example, grids may have 
common constructs across situations, but it is more likely that constructs are fairly 
unique to the schema in use (Kelly, 1955). 
However, in defence of such a limitation it could be argued that where a dimension 
accounts for a substantial proportion of variance the question of whether it is generic or 
specific is academic. If unquestionably generic dimensions were found, but only account 
for a small proportion of the variance little weight can be attributed to them. This 
argument was partly supported by the Likert scale data. Although the `timeliness' scale 
was qualified as unidimensional, it was not statistically significant and explained a small 
proportion of variance in predicting service quality (see Table 8.30. ). 
It could be argued that the study found dimensions, because it went looking specifically 
for them as against letting them emerge as factors from service attribute data. In this 
respect two arguments need to be considered. Firstly, that there is no evidence to 
suggest that the features of hotels which attract purchase are correspondingly those used 
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in evaluation (Lewis, 1984b). It is possible to suggest that such differentiation is due to 
attributes being clustered at different levels of abstraction. For this reason the study used 
dimensions found in previous studies. 
The second study digresses from established practice by not relating quality to 
behavioural intention through a single variable such as `overall quality'. By going 
directly from dimensions to behavioural validity, it was attempted to strengthen the case 
for arguing the power of the dimensions themselves to discriminate behaviour. This 
position is consistent with the view that an overall perspective on quality can best be 
constructed through the converging structure of valid dimensions rather than by a single 
expression. Overall, the finding in respect of output quality is in line with simple 
compensatory models, which assume that dimensions work independently (Hawkins, 
Best and Coney, 1983). 
The findings obtained from both instruments supported the validity of three dimensions: 
physical quality, staff behaviour and attitude and output quality. The number of 
dimensions validated in both applications is interesting, because not only the hospitality 
researchers but also Parasuraman et. al., (1994) found the same number of dimensions in 
their studies. Furthermore, the European school model is two or three-dimensional (see 
section 3.2.2 The Nordic European School of Thought). This may imply that human 
memory is not capable of dealing with a substantial number of dimensions as being 
produced in factor analysis, but employs a rather simple structure in assessing service 
quality. This is in line with the idea that service quality is postulated as a residual image 
stored in the memory (Parasuraman et. al., 1988). 
In response to the above argument it is suggested that the findings obtained form the two 
studies could be theoretically modelled. Figure 9.1. depicts a causal model, in which the 
relationship between the three validated dimensions are outlined. 
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Figure 9.1. The Hotel Service Quality Model 
The research has established a dimension called output quality, which consists of two 
components: benefits and overall image. This dimension of output quality is highly 
correlated with overall quality. The dimension of output quality can be seen as a filter in 
assessing service quality. Two arguments should be considered for arriving at this 
conclusion. First, this dimension positively correlates with the dimensions of physical 
quality and staff behaviour/attitude (see Table 8.29). Second, the causal relationship was 
investigated by regression analysis with the dimension of output quality is estimated by 
employing physical quality and staff behaviour/attitude as independent variables. The 
result was statistically significant for these variables and a large amount of variance 
explained by this estimation (see Appendix D. 5. ). This implies that physical quality and 
staff behaviour/attitude is a part of output quality. 
Although the same analysis was applied in reverse to predict the dimension of physical 
quality by employing output quality and staff behaviour/attitude as independent variables, 
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the result was not statistically significant for the dimension staff behaviour/attitude (see 
Appendix D. 5. ). These findings also indicates that physical quality can be a part of 
output quality as well as the causal direction is from physical quality and staff 
behaviour/attitude to output quality rather than from output quality and staff 
behaviour/attitude to physical quality. 
It also should be remembered that this dimension consists of two components; global 
image and benefits that customers seek. Therefore, one pragmatic reason why output 
quality highly correlates with the physical quality is that customers view physical 
components of hotels as achieving their objectives (or benefit) in their visit. 
Alternatively, physical components of the hotel and the behavioural characteristics of 
employees are used as a belief to establish an overall image of hotel experience. This 
argument may further be supported for the dimension of physical quality by Wilensky 
and Buttle's (1988) study in which this dimension is identified as a benefit factor which 
customers seek for hotel choice. 
The model also postulates that physical quality and output quality are essential in the 
evaluation of service quality and they induce behavioural (intention to return, intention to 
recommend) consequences (see Table 8.30 and section 8.3.2.5.3 Validity of The Scales). 
Furthermore, physical quality and staff behaviour/attitude positively related with overall 
quality (see Table 8.30). In response to the Likert scale data, the positive correlation 
between physical quality and output quality may be resulted for the fact that hotels are 
new and rates are reasonable for British holidaymakers. Hence, the visit was perceived 
as a good value for money, which is an essential part of output quality. 
As the output quality was the only statistically significant variable for estimating 
respondents' behavioural intention in the Indirect Rank data, it may be implied that this 
dimension serves as a compensatory variable in the model. In other words, the lack 
output quality (not being a good value for money or bad hotel experience) causes 
negative worth of mouth and less intention to return although the other variables are 
satisfactory. 
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The model in figure 9.1. is also compatible with `the SERVLJCTION model' introduced 
by Langeard, Bateson, Lovelock and Eiglier (1981). According to this model customers 
seek benefits in their relationship with service organisation. In addition, two 
components, physical environment and contact personal have an important role in the 
evaluation of service quality. 
9.3 IMPLICATIONS FOR MANAGERS AND INDUSTRY 
The value of being able to offer a high-quality experience to hotel guests has been well 
recognised (Gundersen et. al., 1996; Oh and Parks, 1997). However, building marketing 
and management strategies suffer from two major obstacles; first, how do guests 
evaluate hotel service quality, which means that what they want from hotel service (or 
what are the dimensions of service quality? ). Second, is there a reliable and valid 
instrument which produce accurate information for strategy formulation? . 
There is an 
emerging concern in the literature to use a content specific scale. This is believed to 
provide more specific information as well as to explain service quality better (Buttle, 
1996). 
This research may offer three benefits for hotel managers and hospitality industry. 
Firstly, the 15 item Guttman scale (or timeliness scale may be excluded as its validity was 
not supported in the second survey) can be used to assess service quality. Secondly, the 
Q-Sort technique is a practical tool for researchers and managers who intents to develop 
a content specific scale. Q-Sort technique is not too far from the focus group 
framework, which is currently popular. 
Thirdly, the outcome of this study may be helpful for improving service quality. In 
general managers should focus on physical elements and staff behaviour/attitude and 
benefits in order to please their customers. These components can be used not only for 
designing hotel product, but also used as a promotional tool in advertising campaigns. 
As the output quality is an essential component of service quality, managers should think 
carefully about what benefits their customers seek. The identified benefits may also be 
used as a hotel-positioning variable in the market. 
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If the study is correct in its findings that on the one hand, dimensions are valid (generic) 
and are used to evaluate hotels. On the other hand, such dimensions operate 
dependently. A further research could build a range of dimensions, which would be 
reliable for hotel products. If such dimensions are built in a manner similar to that 
applied in the study, customers would find this very user-friendly. At the beginning, the 
study did not use a sample of experienced hotel users, but if a range of control samples is 
used to generate statements, a commercially useful scale could emerge. Due to the fact 
that the study's sample display consensus with the sample of hotel inspectors, a general 
consensus in the main population may be obtainable. 
9.4 LIMITATIONS OF THIS STUDY 
As with all forms of research, the results and generalisability of this study have 
deficiencies. The thrust of the methodology adopted for this study was the collection of 
primary data via self completed structured questionnaires from the oversees tourist and 
hotel visitors in the UK. The findings obtained from this research are specific to British 
culture and therefore, it cannot be generalised to other cultures or a highly specific hotel 
segment. 
In the Likert scale questionnaire, the application of Guttman methodology involved 
transforming the Likert scale into the Guttman scale format. Although this transaction 
process may be criticised not using the original rating (dichotomous or tricotomous) 
scale, two advantages of this process should be considered. First, this process was 
useful, because the use of Likert rating scale permits checking the data by two different 
analytical tools which are, item analysis and Guttman scale methodology. Second, the 
use of labels maintained the originality of the data as much as possible, because the 
merging process involved combination of similar categories according to this labelling 
(strongly agree, agree together and strongly disagree, disagree together, see section 8.2.5 
Findings of the Survey: The Guttman Scale Data). However, testing of 15 item Guttman 
scale by using a tricotomous rating scale would be fruitful. 
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In the Indirect Rank scale questionnaire, although the response rate was quite 
satisfactory (43%) for a postal survey, checking of the non-response bias was not 
possible due to limited access to respondents. In line with this, employing a qualitative 
methodology (structured interview, or focus group interview) would be fruitful in order 
to substantiate these findings different means. 
The number of dimensions tested in this study was limited to those, which had been 
selected through the literature review. Although the validated dimensions explained a 
large amount of variance in predicting service quality, there may be other dimensions, 
which have a critical contribution in evaluation of hotel service quality. 
9.5 FURTHER RESEARCH AREAS 
A number of areas for further research suggested by this study is as follows: 
1. The reliability and validity of 15-item scale can be re-assessed with further sampling. 
This may involve both testing of the present scale as well as the proposed model by 
structural equation modelling (SEM). Unlike other multivariate methods, SEM express 
the multiple and interrelated relationship between dependent variables and independent 
variables even when a dependent variables becomes an independent variables in other 
relationship (Hair et. al., 1995). Hence it can be tested that whether the proposed model 
represents the same cognitive structure in consumer mind. Otherwise, other 
modifications and alternatives may be investigated. 
2. A similar application may be that comparing the performance of the 15 item Guttman 
scale against the SERVQUAL scale or similar instruments found in the literature. Such a 
study may better assess the value of present scale and offer a significant contribution to 
the measurement of service quality in hotels. 
3. If using a different scale can test the three-dimensional model proposed in this study, 
stringent evidence about the validity of this model can be established. The issue of 
output quality and its relationship with overall quality is more significant and would be a 
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worthy focus of future research. The outcome of competition between them in terms of 
predictive validity could mean future modelling could have independent dimensions 
anchored beneath these concepts. 
4. As this study offers a reasonably reliable and valid instrument for assessing hotel 
service quality, further research may attempt to investigate the relationship between 
service quality and other construct such as attitude, involvement, and personality by 
application of this scale 
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APPENDIX A 
The Final SERVQUAL Scale 
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APPENDIX A. 1. FINAL VERSION OF THE THREE ALERNATIVE SERVICE 
QUALITY FORMATS 
Three-Column Format 
We would like your impression about ............... `s service performance relative to your expectations. Please think about the two different levels of expectations defined below: 
MINIMUM SERVICE LEVEL- the minimum level of service performance you consider 
adequate. 
DESIRED SERVICE LEVEL- the level of service performance you desire. 
For each of the following statements, please indicate: (a) your minimum service level by circling one of 
the numbers in the first column; (b) your desired service level by circling one of the numbers in the 
second column; and (c) your perception of ................... 
`s service by circling one of the numbers in the 
third column. 
My Minimum 
Service Level Is 
When it comes to.......... 
1. Prompt service to 
policyholders 
Two-Column Format 
123456789 
My Desired 
Service Level Is: 
Low High 
123456789 
My Perception of 
........... 
's Service 
Performance Is 
No 
Low High 
123456789 N 
Please think about the quality of service ............. offers compared tot 
he two different levels of service 
defined below: 
MINIMUM SERVICE LEVEL- the minimum level of service performance you consider 
adequate. 
DESIRED SERVICE LEVEL- the level of service performance you desire. 
For each of the following statements, please indicate: (a) how ..................... 
's performance compares 
with your minimum service level by circling one of the numbers in the first column: and (b) 
how............. s performance compares with your desired service level by circling one of the numbers in 
the second column. 
When it comes to........ 
1. Prompt service to 
policyholders 
Low High 
Compared to My Minimum 
Service Level........... 's 
Service Performance Is: 
The No 
Lower Same Higher Opinion 
123456789N 
Compared to My Desired 
Service Level 
............ s Service Performance Is: 
The No 
Lower Same Higher Opinion 
123456789N 
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One-Column Format 
Please think about the quality of service ................... offers compared to your 
desired service level-the 
level of performance you believe ..................... can and should 
deliver (i. e., the level of service you 
desire). 
For each of the following statements, circle the number that indicates how .................. 
's service 
compares with your desired service level. 
DESIRED SERVICE LEVEL- the level of service performance you desire. 
...................... 
's Service 
Lower The Same As 
When it comes to...... Than My Desired My Desired 
1. Prompt service to Service Level Service Level 
to Policy holders 1234567 
Performance Is: 
Higher No 
Than My Desired Opin- 
Service Level ion 
89N 
332 
Y. Ekinci Appendix A 
APPENDIX A. 2. THE SERVQUAL SCALE (1994) 
Reliability 
1. Providing service as promised 
2. Dependability in handling customers' service problems 
3. Performing services right the first time 
4. Providing services at the promised time 
5. Maintaining error-free records 
Responsiveness 
6. Keeping customers informed about when services will be performed 
7. Prompt service to customers 
7. Willingness to help customers 
9. Readiness to respond to customer's request 
Assurance 
10. Employees who instil confidence in customers 
11. Making customers safe in their transactions 
12. Employees who are consistently courteous 
13. Employees who have the knowledge to answer customer questions 
Emphaty 
14. Giving customers individual attention 
15. Employees who deal with customers in a caring fashion 
16. Having the customer's best interest at heart 
17. Employees who understand the needs of their customers 
18. Convenient business hours 
Tangibles 
19. Modern equipment 
20. Visual appealing facilities 
21. Employees who have a neat, professional appearance 
22. Visually appealing materials associated with the service 
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APPENDIX B 
Findings with The SERVQUAL 
and LODGSERV Scales 
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APPENDIX B. I. THE SERVQUAL SCALE (1991) 
Tangibles 
1. XYZ has modern-looking equipment 
2. XYZ 's employees are neat appearing 
3. XYZ 's physical facilities are visually appealing 
4. Materials associated with the service (such as pamphlets or statements) are visually 
appealing at XYZ. 
Reliability 
5. When you have a problem, XYZ shows a sincere interest in solving it 
6. XYZ insist on error-free records 
7. XYZ performs the service right the first time 
8. XYZ provides its services at the time it promises to do so 
9. When XYZ promises to do something by a certain time, it does so 
Assurance 
10. Employees of XYZ are consistently courteous with you 
11. Employees of XYZ have knowledge to answer your questions 
12. You feel safe in your transaction with XYZ 
13. The behaviour of employees of XYZ instil confidence in customers. 
Responsiveness 
14. Employees of XYZ ate never too busy to respond to your request. 
15. Employees of XYZ are always willing to help you 
16. Employees of XYZ give you prompt service 
17. Employees of XYZ tell you exactly when services will be performed 
Empathy 
18. XYZ gives you personal attention 
19. Employees of XYZ understand your specific needs 
20. XYZ has operating hours convenient to all its customers 
21. XYZ gives you individual attention 
22. XYZ has your best interest at heart 
APPENDIX B. 2. THE LODGSERV SCALE 
Tangibles 
1. The hotel have up to date equipment 
1. XYZ has modern-looking equipment 
2. The hotel have personnel who are clean, neat and appropriately dressed 
2. XYZ 's employees are neat appearing 
3. The hotel have buildings, lobbies and public areas which are visually attractive to 
you 
3. XYZ 's physical facilities are visually appealing 
4. The hotel serves food and beverages that are consistently high in quality (23) 
5. The hotel gives you a room, which is visually attractive (24) 
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6. The hotel has decor in keeping with its image and price range (25) 
Reliability 
7. The hotel provide promised or advertised services on time 
8. XYZ provides its services at the time it promises to do so 
8. The hotel quickly corrects anything that is wrong (26) 
9. The hotel utilities and equipment that work well (27) 
10. The hotel is dependable, consistent and be able to be counted on (28) 
Assurance 
11. The hotel has knowledgeable phone reservationist who answer your questions 
completely 
11. Employees of XYZ have knowledge to answer your questions 
12. The hotel makes you feel comfortable and confident in your dealing with them 
12. You feel safe in your transaction with XYZ 
13. The hotel seems to give employees support so that they can do their jobs well (29) 
14. The hotel has personnel who were both able and willing to give you information 
about the hotel and outside services (30) 
15. The hotel has personnel who are well trained, competent and experienced (31) 
Responsiveness 
16. The hotel provides prompt and quick service 
16. Employees of XYZ give you prompt service 
17. The hotel has staff that gives extra effort to handle your special request (32) 
18. The hotel responded to queues by putting in more staff (33) 
Empathy 
19. The hotel has employees who are sensitive to your individual needs and wants 
rather than going by the book 
19. Employees of XYZ understand your specific needs 
20. The hotel anticipates your individual needs and wants 
21. XYZ gives you individual attention 
21. The hotel has restaurant and room service menus that include healthy and / or 
special diet options (34) 
22. The hotel has employees, who are sympathetic and reassuring, when something is 
wrong(35) 
23. The hotel provides complementary services like courtesy shuttles, morning coffee 
and morning newspaper (36) 
24. The hotel eliminates unnecessary bureaucracy to contact a hotel manager or 
supervisor (37) 
25. The hotel makes you feel like a special and valued guest (38) 
(*) The italic LODGSERV items replaced by the SERVQUAL items due to similar meaning. 
(*) The numbers on the right side of LODGSERV items indicates the number of questions used for this 
survey 
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APPENDIX B. 3. THE SCREE TEST OF THE SERVQUAL SCALE 
12 
Factor Scree Plot 
10 
8 
c 
rn 2 
W0 
13579 11 13 15 17 19 21 
Factor Number 
As can be seen from the scree plot the line first straightens at the 4th factor, suggesting 
that four factors should be extracted (Hair, Anderson, Ronald and William, 1995, p. 394). 
In response to the present factor analysis, the overall significance of the correlation was 
. 
000 with a Barlet test of Sphericity value of 1755.5358. It indicates that the data matrix 
has sufficient correlation to the factor analysis. The Keiser-Meyer-Olkin overall measure 
of sampling adequacy was . 
90648, which was "meritorious". Hence the data was 
appropriate to factor analysis (Hair et. al., 1995). 
APPENDIX B. 4. THE CRITERION VALIDITY OF THE SERVQUAL SCALE: 
REGRESSION ANALYSIS 
Dependent Variable: Q39 overall quality 
Multiple R 
. 
81953 
R Square . 
67163 
Adjusted R Square . 
59046 
Standard Error . 
97645 
Analysis of Variance DF Sum of Squares Mean Square 
Regression 22 173.56191 7.88918 
Residual 89 84.85773 
. 
95346 
F=8.27428 Signif F= . 
0000 
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Dependent Variable.. Q40 intention to return 
Multiple R 
. 
80669 
R Square 
. 
65075 
Adjusted R Square 
. 
56442 
Standard Error 1.44427 
Analysis of Variance DF Sum of Squares Mean Square 
Regression 22 345.91634 15.72347 
Residual 89 185.64616 2.08591 
F=7.53794 Signif F= 
. 
0000 
Dependent Variable: Q41 intention to recommend 
Multiple R 
. 
77941 
R Square 
. 
60748 
Adjusted R Square 
. 
51046 
Standard Error 1.45752 
Analysis of Variance DF Sum of Squares Mean Square 
Regression 22 292.61126 13.30051 
Residual 89 189.06731 2.12435 
F=6.26097 Signif F= 
. 
0000 
Dependent Variable: Q42 overall satisfaction 
Multiple R 
. 
81941 
R Square 
. 
67143 
Adjusted R Square 
. 
59021 
Standard Error 
. 
99885 
Analysis of Variance DF 
Regression 22 
Residual 89 
Sum of Squares 
181.45401 
88.79599 
F=8.26686 Signif F= 
. 
0000 
Mean Square 
8.24791 
. 
99771 
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APPENDIX B. 5. THE CRITERION VALIDITY OF THE LODGDSERV SCALE: 
REGRESSION ANALYSIS 
Dependent Variable: Q39 overall quality 
Multiple R 
R Square 
Adjusted R Square 
Standard Error 
Analysis of Variance 
Regression 
Residual 
F=9.41200 
. 
87971 
. 
773 89 
. 
69166 
. 
85422 
DF 
24 
66 
Sum of Squares 
164.82920 
48.15981 
Signif F= 
. 
0000 
Dependent Variable: Q40 intention to stay 
Multiple R 
. 
81961 
R Square 
. 
67177 
Adjusted R Square 
. 
55241 
Standard Error 1.49020 
Analysis of Variance DF Sum of Squares 
Regression 24 299.96178 
Residual 66 146.56570 
F=5.62816 Signif F= 
. 
0000 
Mean Square 
6.86788 
. 
72969 
Mean Square 
12.49841 
2.22069 
Dependent Variable: Q41 intention to recommend 
Multiple R . 
8273 3 
R Square . 
68447 
Adjusted R Square . 
56974 
Standard Error 1.37711 
Analysis of Variance 
Regression 
Residual 
F=5.96558 
DF Sum of Squares 
24 271.51762 
66 125.16370 
Signif F= 
. 
0000 
Mean Square 
11.31323 
1.89642 
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APPENDIX C 
Scale Development Process 
Appendix C 
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APPENDIX C. 1. DEVELOPMENT OF THE INDIRECT RANK SCALE: THE 
SETS OF SCALES 
Physical Quality 
The hotel had many public places where people could meet 
When the hotel got busy, you had difficulty finding somewhere to sit and meet people 
Most times you had to clear for position to sit down 
Even when the hotel wasn't busy, there was nowhere to sit down 
Outside your room, there was nowhere you could sit down and meet people 
Everything in the room worked and was easy to use 
Everything in the room worked, but you had to learn where the switches and controls were 
The switches and controls in the room were not easy to find or operate 
Some of the switches and controls in the room didn't work and therefore the facilities couldn't be used 
Some of the facilities in the room didn't work at all 
The decor was beautifully co-ordinated with a great attention to detail 
Clearly, some thought had gone into the decor, it had a style 
The decor was let down by inappropriate items that didn't fit the style 
There was no obvious style in the decor, it was functional but not beautiful. 
The decor was a jumble. 
The hotel was clean and tidy 
The hotel was clean but a bit untidy 
The hotel cleanliness was just about acceptable 
The hotel didn't seem to have been cleaned properly 
The hotel was dirty and un-hygienic 
The food was delicious, well presented and, with plenty of choice 
The food was tasty, not well presented, but plenty of choice 
The food was bland and the choice was sufficient 
The food was blind with insufficient choice 
The food was tasteless and poorly presented and we had little choice 
There was always plenty of food and choice 
There was always plenty of food but the choice was limited 
The portions were sufficient and there was always alternative available 
They often run out of dishes and choice became limited 
The portions were too small and there was little choice 
Staff Behaviour and Attitude 
Service staff seemed to anticipate what I wanted 
Service staff were always alert and ready to meet my request 
When you ask something for service, staff responded promptly 
You had to ask staff for everything 
If you wanted something you had to ask twice 
The staff displayed effortless expertise 
The staff had obviously received training 
When under pressure, the staff couldn't cope 
The staff were amateur without proper training 
The staff didn't know what they were doing 
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Staff were willing and enthusiastic to explain everything I asked 
Staff explained properly, only when I asked 
Staff explained briefly, but only if you insisted 
Staff didn't like to inform properly whether you insist or not 
Staff seemed to want to get rid of me whenever I asked for something 
Staff always recognised you 
After a while staff recognised you 
No matter what type of pressure they were under staff always had him for you 
Staff never had time for you 
You were always treated like a stranger 
Staff were committed to pleasing customers 
Staff were not more than helpful 
Staff were helpful but not friendly 
Staff put the hotel rules before your request 
Staff didn't care whether you were pleased or not 
Everyone was treated the same 
Some people got preferential treatment 
Staff gave service but anticipated tip 
Your treatment depended on who you were 
If they didn't like you it got chance 
Output Quality 
The whole experience in the hotel was exceptionally good. 
I think the whole experience in the hotel was better than I expected 
The hotel was pretty typical of it's type 
The hotel didn't make any impression on me 
I didn't like the hotel at all 
The hotel was good value for money 
The hotel was expensive but worth the extra 
I think, I only got what I paid for 
The hotel wasn't quite good enough for it's prices 
The hotel wasn't worth the money 
The hotel had a warm and friendly atmosphere 
The longer you stay the more you realise the friendly atmosphere 
The hotel seemed not to have any atmosphere 
The hotel atmosphere was efficient but clinical 
The hotel had a cold and clinical atmosphere 
The guests were the sort of people I liked 
The guest were an interesting mix of people 
The mix of guest was incompatible 
The guests were not like the kind of people I normally associate with 
I was embarrassed by the other guests in the hotel 
The hotel atmosphere (changed) made it easy to escape from the normal life 
It took time for the hotel to relax you 
You had to work hard to relax in the hotel 
It was hard to feel you were on holiday in the hotel 
The hotel atmosphere (changed) constantly reminded me of the stress and strain of normal life 
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Accessibility 
Whenever I asked for something, people seem to be able to help me 
If they couldn't answer my question they found someone else who could 
They only know their specific job, if you ask for information not in their job description they couldn't 
help you. 
Whenever I asked a question, I was passed from pillar to post until eventually I found someone who 
could help me. 
When you ask for information nobody seemed to know anything 
The service sequence was proper and flexible 
The service sequence was proper but with a light touch 
The service sequence was inefficient because they were too flexible 
The service sequence was efficient but rigid 
The service sequence was fixed whether you like it or not 
During my stay there were plenty of seats in the restaurant. 
The restaurant was a bit crowded, but you always find a table. 
You had to plan meals to avoid queuing for the restaurant 
You always had to queue for the restaurant if you wanted a separate table 
You always had to queue to get in and then have to share a table with a stranger 
There was always someone around to ask 
There was always a queue when you wanted information 
If you were persistent, you could find someone to ask 
You could never find anyone to ask 
When you asked no-one knew anything 
It was easy to find your way around the hotel 
If you looked around there were directions an information's to help you find things 
Only if you looked hard where the directions and information to help you find things 
You searched in view for information and direction 
It was easy to get lost and miss out on things because there was so little information 
Timeliness 
Everything arrived with an impressive speed 
The service was so prompt that you noticed when it wasn't 
I often found myself waiting for things to arrive 
You had to remind people of your request 
I had to wait for everything 
Everything went like clockwork 
Everything gave the impression of being organised 
Everything was on time but they got it wrong 
All effort and no organisation 
Everything was completely disorganised 
They acted on orders quickly 
They usually acted on orders immediately 
They seemed to act on orders quickly 
They acted on orders slowly 
They were incredibly lazy to act on orders 
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The meal service was very fast 
The meal was a bit quicker than I expected 
The meal service was as quick as I expected 
The meal service was slower than I expected 
The meal service was too slow to endure 
Reliability 
The hotel always delivered what it promised. 
I was offered the services when I asked for them. 
When the promised services arrived, they were just minimum 
You had to ask repeatedly for the services you were let to expect 
The hotel did not deliver any of its promises 
When they told me how long it was going to be, I believed them 
When they told me how long its going to be, I odd a bit 
When they told me how long its going to be, I doubled it. 
When they told me how long its going to be, I didn't believe them 
When they told me how long it was going to be, I left it to fate and forget about waiting 
I didn't expect any problems with room reservation 
I always expected some small problem to occur with room reservation 
They always tried to put you a different room from the one you expected 
You always had to battle with reception to get the room you booked 
I always expected a screw-up with room reservation 
Appendix C 
They apologised for the mistakes and rectified the problems 
They rectified the problems but did not apologise for the mistakes 
They apologised for the mistakes and offered to compensate me any way 
They offered to compensate me for the mistakes but did not apologise 
They neither apologised nor made any attempt to rectify the problem or offered compensation 
The billing was always clear and accurate 
There were small mistakes in the bill but not serious 
You never sign anything without checking it 
It was never clear what you were paid for 
You had to constantly dispute items on the bill 
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APPENDIX C. 2. THE INDIRECT RANK SCALE: FINDINGS WITH THE Q- 
SORT STUDIES 
Q-Sort Test 1 and 2: Testing of the External and Internal Statements Against the 
Definition of Dimensions. 
The Test Procedure 
The statements were written on separate cards and then, were randomly shuffled before 
the process was beginned. Each subject was asked to place the statement card against 
one of the six definitions plus a `don't know ` option. 
As this process is cumulative, in the first study the external statements of the scales are 
tested. If only they qualify, the internal statements of these scales are tested in the second 
study. In the first sample subjects sorted 62 external statements. In the second sample, 
subjects sorted 57 internal statements. 
Sample 1: External statements 
41 subjects took part in the first Q-sort test. The only qualification was that the subjects 
must have stayed in a hotel in the last year. The sample profile was 51 % female, 49% 
male. 
Sample 2: Internal statements 
28 subjects took part in the second Q-sort test. The sample profile was 47% female 53% 
male 
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Table C. 1. The Frequency of Physical Quality Statements 
Appendix C 
No Statements Q-sort 1 
n=41 
Q-sort 2 
n=28 
7 The decor was beautifully co-ordinated with a great attention to 
detail . 
85 - 
137 Clearly some thought had gone into the decor, it had a style - . 
78 
95 The decor was let down by inappropriate items that didn't fit the 
style 
- . 
82 
139 There was no obvious style in the decor, it was functional but not 
beautiful. 
- . 
82 
48 The decor was a jumble . 
89 - 
9 The hotel was clean and tidy . 60 - 151 The hotel was clean but a bit untidy - . 67 
42 The hotel cleanliness was just about acceptable - . 58 
153 The hotel didn't seemed to be cleaned properly - . 64 
50 The hotel was dirty and un-hygienic . 71 - 
131 When the hotel got busy, you had difficulty - . 67 finding somewhere to sit and meet people 
80 Most times you had to clear for position to sit down - . 38 131 Fven when the lintel wasn't hncv there were nowhere to sit rlnwn - 79 
meet people 
5 Everything in the room worked and was easy to use . 
85 - 
85 Everything in the room worked, but you had to learn where the 
switches and controls were 
- . 41 
135 The switches and controls in the room were not easy to find or 
o erate 
- . 
55 
90 Some of the switches and controls in the room didn't work and 
therefore, the facilities couldn't be used. 
- . 64 
46 Some of the facilities in the room didn't work at all . 93 - 
52 The food was tasteless, poorly presented and we had little 
choice 
. 54 - 
11 The food was delicious, well presented and, with plenty 
of choice. 
. 
49 - 
54 The portions were too small and there was little 
choice 
. 
56 - 
13 There was always plenty of food and choice . 49 - 
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Table C. 2. The Frequency of Staff Behaviour Statements 
11 ýý. ,. '...,. 
iv 
145 
12 
IJ 
Q-sort 1 
n=41 
Q-sort 2 
n=28 
. 
82 - 
- . 
86 
- . 
79 
- . 
75 
. 
82 - 
. 
65 - 
- . 
79 
- . 
79 
- . 
50 
. 
65 - 
. 
78 - 
- . 
86 
- . 64 
- . 
59 
. 
46 - 
. 
41 - 
- . 
36 
- . 
60 
- . 
28 
. 68 - 
. 76 - 
- . 
46 
- . 
39 
- . 
28 
. 31 - 
62 Stattexplained bnetl , but only it you insisted 
160 Staff didn't like to inform properly whether you insist or not - . 
57 
4 Staff seemed to get rid of me whenever I asked for something . 
68 - 
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Table C. 3. The Frequency of Output Quality Statements 
Appendix C 
No Statement Q-sort 1 
n=41 
Q-sort 2 
n=28 
93 The whole experience in the hotel was exceptionally good . 85 - 
40 I think the whole experience in the hotel was better than I 
expected 
- . 92 
117 The hotel was pretty typical of it's type - . 60 
45 The hotel didn't make any impression on me - . 
82 
34 1 didn't like the hotel at all . 
93 - 
36 The hotel was good value for money . 
73 
119 The hotel was expensive but worth the extra - . 
79 
50 I think, I only got what I paid for - . 
57 
121 The hotel wasn't quite good enough for it's prices - . 
75 
36 The hotel wasn't worth the money . 
76 - 
101 The hotel made it easy to escape from the normal life . 80 - 55 It took time to relax in the hotel - . 60 
123 You had- to work hard to relax in the hotel - . 
50 
60 It was hard to feel you were on holiday - . 
64 
42 The hotel constantly reminded me of the stress and strain of 
normal life 
. 73 - 
38 The hotel had cold and clinical atmosphere . 
61 - 
97 The hotel had a warm and friendly atmosphere . 
73 - 
1 99 1 The guests were the sort of people I liked to meet 1 . 78 
1-1 
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Table C. 4. The Frequency of Accessibility Statements 
No Statement Q-sort 1 Q-sort 2 
n=41 n=28 
81 It was easy to find your way around the hotel . 
78 - 
107 If you looked around there were directions and information to - . 75 help you find things 
20 Only if you looked hard where directions and information to help - . 
82 
you find things 
109 You searched in view for information and direction - . 
82 
22 It was easy to get lost and miss out things, because there was so . 95 - little information 
Table C. 5. The Frequency of Timeliness Statements 
No Statement Q-sort 1 
n=41 
Q-sort 2 
n=28 
21 The meal service was very fast . 
88 - 
70 The meal was a bit quicker than I expected - . 82 
129 The meal service was as quick as I expected - . 
71 
75 The meal service was slower than I expected - 82 
62 The meal service was too slow to endure . 
78 - 
56 Eve n arrived with an impressive speed . 83 - 
125 The service was so prompt that you noticed it wasn't - . 
42 
65 I often found myself waiting for things to arrive - 79 
127 You had to remind people what you wanted - . 36 
15 I had to wait for everything . 
80 - 
17 Eve n went like clockwork . 
18 - 
58 EveryUiing was completely disorganised . 
13 - 
19 They acted on orders immediately . 
56 - 
60 They were incredibly lazy to act on orders . 
27 - 
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Table C. 6. The Frequency of Reliability Statements 
No Statements Q-sort 1 
n=41 
Q-sort 2 
n=28 
91 The billing was always clear and accurate . 
66 - 
113 There were small mistakes in the bill but not 
serious. 
- . 
75 
35 You never sign any bill without checking it . 71 
115 It was never clear what you paid for - . 
53 
24 You had to constantly dispute items on the bill . 
71 
83 The hotel always delivered what it promised . 
78 
25 I was offered the services when I asked for them. - . 
50 
111 When the promised services arrived, they were just minimum - . 
50 
30 You had to ask repeatedly for the services you were let to expect - . 
51 
24 The hotel did not deliver any of promises . 80 
26 When they told me how long it was going to be, 
I believed them 
. 17 - 
85 When they told me how long it was going to be, 
I left it to fate and forget about waiting 
. 
46 - 
GO 1 d1WQ J GA. GGLVU d Jl+1GW-U WILll 1VU1LL 1GSCiVdL1UI1 . 1t7 - 
R7 1 didn't exnect anv nrnhlem with rnnm reservntinn 44 - 
lems 
iog sea for the mistaxes ana rectinea I DV I o' f 
the p 
po 
Testing of The Sequence of Indirect Rank Scale: Q-Sort Test 3,4, and 5 
The following format for direction of ranking is used in the questionnaire. The items 
were distributed randomly and a specific direction as a reminder is also given before 
ranking each scale. 
DIRECTION: This research is about how people evaluate the quality of hotel services. 
Therefore, I would like you to think about a visit to a hotel. The experiment procedure is 
very simple and there is no right or wrong answer. 
In the questionnaire, you will see 10 sets of five statements. Your task is to judge and 
rank each of the five statements on the basis of how acceptable it is to you as a hotel 
guest. 
I would like you to order each set of five statements in terms of most acceptable - least 
acceptable level. The most acceptable statement will be the statement you would most 
like to receive. The least acceptable statement will be the one you would least like to 
receive. 
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Please order the statements from 1 to 5 (no ties which means the same number should 
not be repeated) on the basis of `1' being the most acceptable and `5' the least 
acceptable. 
Situation 1. 
The following statements refer to the competence and attitude of staff. Please look at 
the five statements first, then order the statements from 1 to 5 according to those which 
you think most acceptable (1) to those with which you think least acceptable (5). You 
must rank all statements. There should be no ties 
Findings with the Q-Sort 3 Test 
The Sample: 30 subjects took part in the sequence test. The sample profile was 62% 
male, 38% female 
Table C. 7. The Sequence of Physical Quality Statements (n=30) 
No Statements Q-Sort 3 Result 
la The decor was beautifully co-ordinated with a great attention to detail . 
76 
2a Clearly some thought had gone into the decor, it had a style . 76 3a There was no obvious style in the decor, it was functional but not 
beautiful. 
70 
4a The decor was let down by inappropriate items that didn't fit the style . 60 
5a The decor was a jumble . 80 
lb The hotel was clean and tidy . 96 
2b The hotel was clean but a bit untidy . 
63 
3b The hotel cleanliness was just about acceptable . 60 
4b The hotel didn't seemed to be cleaned properly . 83 
5b The hotel was dirty and un-hygienic 100---l 
Table C. 8. The Sequence of Staff Behaviour/Attitude Statements (n=30) 
No Statement Q-Sort 3 Result 
la Staff displayed effortless expertise . 
63 
2a The staff had obviously received training . 60 3a When under pressure, the staff couldn't cope . 33 
4a Staff were amateur without proper training . 
43 
5a Staff didn't know what they were doing . 
86 
lb Staff were committed to pleasing customers . 96 
2b Staff were not more than helpful . 50 
3b Staff were helpful but not friendly . 
46 
4b Staff put the hotel rules before your request . 43 5b Staff didn't care whether you were pleased or not . 76 
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Table C. 9. The Sequence of Output Quality Statements (n=30) 
No Statements Q-Sort 3 Result 
la The whole experience in the hotel was exceptionally good . 
63 
2a I think the whole experience in the hotel was better than I expected . 
63 
3a The hotel was pretty typical of it's type . 
60 
4a The hotel didn't make any impression on me . 73 5a I didn't like the hotel at all . 
93 
lb The hotel was good value for money . 66 2b The hotel was expensive but worth the extra . 
46 
3b I think, I only got what I paid for . 
66 
4b The hotel wasn't quite good enough for it's prices . 76 5b The hotel wasn't worth the money . 93 
Table C. 11. The Sequence of Accessibility Statements (n=30) 
No Statements Q-Sort 3 Result 
1 It was ea to find your way around the hotel . 76 
2 If you looked around there were directions and information to help 
you find things 
. 76 
3 You had to search hard for directions and information to find things . 
63 
4 You searched in vain for information and direction . 33 
5 It was easy to get lost and miss out on things because there was so 
little information . 
46 
Table C. 12. The Sequence of Timeliness Statements (n=30) 
No Statements Q-Sort 3 Result 
1 The meal service was very fast . 53 
2 The meal service was a bit quicker than I expected . 
60 
3 The meal service was as quick as I expected . 53 
4 The meal service was slower than I expected . 86 
5 The meal service was too slow to endure . 90 
Table C. 12. The Sequence of Reliability Statements (n=30) 
No Statements Q-Sort 3 Result 
la The billing was always clear and accurate . 
83 
2a There were small mistakes in the bill but not 
serious. 
. 
40 
3a You never sign any bill without checking it . 26 
4a It was never clear what you paid for . 
56 
5a You had to constantly dispute items on the bill . 73 
lb The hotel always delivered what it promised . 96 
2b I got promised services but they were just the bare minimum. . 
50 
3b You were offered the services only when you asked for them. . 
40 
4b You had to ask repeatedly for the services which I was let to expect : 
80 
5b The hotel did not deliver any of its promises . 93 
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Findings with the Q-Sort 4 Test: The Amended Scale 
Appendix C 
The Sample: 36 subjects took part in the second test. The sample profile was 39% male, 
61% female 
Table C. 13. The Sequence of Physical Quality Statements (n=36) 
No Statements Q-Sort 4 Result 
la The decor was beautifully co-ordinated with a great attention to detail 
and clear vision. 
. 83 
2a Clearly some thought had gone into the decor, it had a style . 
83 
3a There was no obvious style in the decor, it was functional but not 
beautiful. . 
58 
4a The decor was let down by inappropriate items that didn't fit the style . 47 5a The decor was a jumble . 66 
lb The hotel was clean and tidy 100 
2b The hotel was clean but a bit messy . 80 
3b The hotel cleanliness was just about tolerable . 75 
4b The hotel didn't seemed to be cleaned properly . 
80 
5b The hotel was dirty and un-hygienic . 91 
Table C. 14. The Sequence of Staff Behaviour/Attitude Statements (n=36) 
No Statement Q-Sort 4 Result 
la Staff were really good, they displayed effortless expertise . 75 
2a Staff were competent and had obviously received training . 72 
3a Staff competence tended to breakdown when under pressure . 75 
4a Staff were not very competent and not been trained properly . 77 
5a Staff were incompetent and did not know what they were doing. . 94 
lb Staff were committed to pleasing customers . 63 
2b Staff were helpful and friendly . 61 
3b Staff were helpful but not friendly . 75 
4b Staff put the hotel rules before your request . 63 
5b Staff didn't care whether you were pleased or not 0 .8 
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Table C. 15. The Sequence of Output Quality Statements (n= 36) 
Appendix C 
No Statements Q-Sort 4 Result 
1a The whole experience of the hotel was exceptionally good - simply 
wonderful 
. 91 
2a I think the whole experience in the hotel was just better than I 
expected 
72 
3a The hotel was OK and pretty typical of it's type . 
61 
4a The hotel didn't make any impression on me . 
69 
5a I didn't like the hotel at all . 91 
lb The hotel was extremely good value for money . 83 
2b The hotel was expensive but worth paying extra for. . 
69 
3b I think, I only got what I paid for . 69 
4b The hotel wasn't quite good enough for it's prices . 
75 
5b The hotel wasn't worth the money . 
88 
Table C. 16. The Sequence of Accessibility Statements (n=36) 
No Statements Q-Sort 4 Result 
1 It was very easy to find your way around the hotel . 86 
2 If you looked around there were directions and information to help 
you find things 
. 
86 
3 You had to search hard for directions and information to find things . 
72 
4 You searched without success for information and direction 58 
5 It was easy to get lost and miss out on things because there was so 
little information . 
41 
Table C. 17. The Sequence of Timeliness Statements (n=36) 
No Statements Q-Sort 4 Result 
1 The meal service was well timed and efficient . 85 
2 The meal service was quite punctual . 
74 
3 The speed of meal service was adequate . 
66 
4 The meal service was much slower than I expected . 
74 
5 The meal service was too slow to endure . 
85 
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Table C. 18. The Sequence of Reliability Statements (n=36) 
No Statements Q-Sort 4 Result 
1a The billing was always clear and accurate . 
94 
2a There were small mistakes in the bill but they were not serious. . 
47 
3a It was wise to check a bill before you sign it . 
38 
4a Often it was never clear what you were paying for in the bill . 
55 
5a You had to constantly dispute items on the bill . 
91 
lb The hotel always delivered what it promised . 94 
2b When the promised services arrived, they were just minimum. . 50 3b I was offered the promised services only when I asked for them. . 30 
4b You had to ask repeatedly for the services which You were let to 
ex ect 
. 63 
5b The hotel did not deliver any of its promises 91 
Findings with the Q-Sort 5 Test: The Final Scale 
The Sample: 67 subjects took part in the final test. The sample profile was 56% male, 
44% female 
Table C. 19. The Sequence of Physical Quality Statements 
No Statements People 
n=42 
Inspectors 
n=25 
Total 
n=67 
la The decor was beautifully co-ordinated with a great 
attention to detail and clear vision. 
. 98 100 . 99 
2a Some thought had gone into the decor, it had an obvious 
style 
. 98 . 100 . 99 
3a There was some style in the decor, but it was not beautiful . 88 . 
100 
. 93 
4a The decor was let down by lack of thought and lack of Style . 
91 
. 100 . 
94 
5a The decor was a tasteless jumble 100 . 
100 100 
lb The hotel was clean and tidy 100 100 100 
2b The hotel was clean but a bit messy . 73 . 92 . 81 
3b The hotel cleanliness was just about tolerable . 71 . 76 . 73 
4b The hotel didn't seemed to be cleaned properly . 83 . 80 . 82 
5b The hotel was dirty and un-hygienic . 93 . 96 . 94 
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Table C. 20. The Sequence of Staff Behaviour/Attitude Statements 
No Statement People 
n=42 
Inspectors 
n=25 
Total 
n=67 
la Staff were really good, they displayed effortless expertise . 
93 100 
. 
96 
2a Staff were competent and had obviously received some 
training . 
91 100 
. 
94 
3a Staff competence tended to breakdown when under 
pressure 
. 
60 
. 
84 
. 
70 
4a Staff were not very competent and had not been trained 
properly 
. 57 . 84 . 
68 
5a Staff were incompetent and did not know what they were 
doing. . 
98 100 . 99 
lb Staff were committed to pleasing customers . 
74 
. 
84 . 78 
2b Staff were helpful and friendly . 71 . 
84 
. 
76 
3b Staff were helpful but not friendly . 76 . 
96 
. 
84 
4b Staff put the hotel rules before your request . 69 . 88 . 76 5b Staff didn't care whether you were pleased or not . 91 . 92 . 
91 
Table C. 21. The Sequence of Output Quality Statements 
No Statements People 
n=42 
Inspectors 
n=25 
Total 
n=67 
la The whole experience of the hotel was exceptionally good 
-simply wonderful 
. 
98 100 . 
99 
2a I think the whole experience in the hotel was just better 
than I expected 
. 
83 . 96 . 88 
3a The hotel was OK and pretty typical of it's type . 
77 
. 
96 
. 
85 
4a The hotel didn't make any impression on me . 81 . 96 . 
87 
5a I didn't like the hotel at all . 95 . 96 . 96 
lb The hotel was extremel good value for money . 
93 
. 
80 . 88 
2b The hotel was expensive but worth paying extra for. . 
88 
. 
80 . 85 
3b I think, I only of what I paid for . 76 . 96 . 81 
4b The hotel wasn't quite good enough for it's prices . 67 . 84 . 73 
5b The hotel wasn't worth the money . 93 . 
96 
. 94 
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Table C. 22. The Sequence of Accessibility Statements 
No Statements People Inspectors Total 
n=42 n=25 n=67 
1 It was very easy to find your way around the hotel . 88 . 100 . 93 
2 If you looked around there were directions and information . 88 . 100 . 93 
to help you find things 
3 You had to search hard for directions and information to . 
88 
. 
88 
. 
88 
find things 
4 You searched without success for information and . 77 . 80 . 79 direction 
5 It was impossible to find your way around the hotel . 
83 . 92 . 87 because it was a complete maze 
Table C. 23. The Sequence of Timeliness Statements 
No Statements People 
n=42 
Inspectors 
n=25 
Total 
n=67 
1 The meal service was well timed and efficient . 
98 100 . 99 
2 The meal service was qwte punctual . 91 . 88 . 90 
3 The speed of meal service was adequate . 
91 
. 
88 
. 
90 
4 The meal service was much slower than I expected . 93 . 96 . 94 
5 The meal service was too slow to endure . 95 . 96 . 96 
Table C. 24. The Sequence of Reliability Statements 
No Statements People 
n=42 
Inspectors 
n=25 
Total 
n=67 
la The billing was always clear and accurate 100 100 100 
2a There were small mistakes on the bill but they were not 
serious. 
. 67 . 32 . 54 
3a The items were inaccurate but total was correct on the bill. . 
50 
. 
28 
. 
42 
4a Often it was not clear what you were paying for in the bill 
and extra charges were added. 
. 
69 76 
. 72 
5a You had to constantly dispute eve items on the bill . 
85 
. 
88 
. 87 
lb The hotel always delivered exactly what it promised . 97 100 . 99 
2b The hotel delivered on most of its promised services exactly 
but some were minimal. 
. 69 . 68 . 69 
3b The hotel supplied what it promised, but it was only minimum 
requirement. 
. 62 . 68 . 
65 
4b Although promised, services provided were minimal, even 
following my persistent request. 
. 
88 
. 
84 
. 
87 
5b The hotel did not deliver any of its promises . 
90 
. 
84 
. 
88 
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APPENDIX C. 3. DEVELOPING THE LIKERT SCALE 
Table C. 25. The Statements Taken from The Q-Sort Test 1 and 2. 
No Dimension Q Sort Result 
Physical Quality 
1 The decor was a tasteless jumble . 
89 
2 The decor was beautifully co-ordinated with a great attention to detail . 
85 
3 Everything in the room worked and was easy to use . 85 
4 The hotel was dirty and un-hygienic . 71 
5 The hotel was clean and tidy . 60 
Staff Behaviour and Attitude 
6 Staff displayed effortless expertise . 82 
7 Staff didn't know what they were doing . 82 
8 Staff recd sed you . 78 
9 Staff seemed to anticipate what I wanted . 
76 
10 Staff didn't care whether you were pleased or not . 73 
11 Staff were willing and enthusiastic to explain everything I asked . 
70 
Output Quality 
12 The whole experience in the hotel was exceptionally good - simply 
wonderful 
. 85 
13 I didn't like the hotel at all . 93 
14 The hotel made it easy to escape from the normal life . 80 
15 The hotel guests were the sort of people I liked to meet . 78 
16 The hotel was extremely good value for money . 73 
17 The hotel wasn't worth the money . 76 
18 The hotel had a warm and friendly atmosphere . 73 
Accessibility 
19 It was easy to get lost and miss out on things, because there was so little 
information . 
95 
20 It was very easy to find your way around the hotel . 78 
Timeliness 
21 The meal service was well timed and efficient . 88 
22 The meal service was too slow to endure . 78 
23 Everything arrived with an impressive speed . 
83 
Reliability 
24 The hotel always delivered exactly what it promised . 
78 
25 The hotel did not deliver any of its promises . 
80 
26 You had to_constantly dispute items on the bill. . 71 
Testing of the Statements Against the Definition of Dimension: Q-Sort Study 6 
The sample: Twenty subjects took part in this study. The sample profile was 68% male, 
32% female. Thirty-seven items were tested in this study. Fifteen of them were qualified 
(f > . 
70) 
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Table C. 26. The Frequency of Statements (n=20) 
Card 
No 
DIMENSION Q Sort Result 
Physical Quality 
83 The hotel equipment (chairs, hairdryer, TV, air conditioning, telephone, . 
89 
etc. ) were useful for making my visit pleasant (1) 
170 The mechanical equipment was operating properly (2) . 
95 
87 The hotel was bright and well lit (3) . 
95 
Staff Behaviour and Attitude 
51 Staff were helpful and friendly (6) . 
74 
10 Staff listened to me (7) . 
84 
53 Staff greeted me with a smile (8) . 
74 
1 130 11 think the hotel was not suitable for spending a holiday (12) 1 . 
84 1 
100 It was easy to find out what was going on (16) . 
84 
71 They were not very forthcoming with information (17) . 
78 
80 It was easy to find the hotel facilities (18) . 
78 
Timeliness 
140 The waiting time for the service was minimum (25) . 
78 
150 My orders arrived immediately (26) . 
84 
81 The scheduled services were on time (27) . 
74 
30 The hotel's records and transactions were accurate (29) . 
78 
70 They always did something to compensate, when things went wrong (30) . 
69 
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Table C. 27. The Bank of Statements: The Combination of Q-Sort Study 1,2 and 6 
No DIMENSION Q-Sort Results 
Physical Quality 
1 The decor was a tasteless jumble . 89 2 The decor was beautifully co-ordinated with a great attention to detail . 
85 
3 Everything in the room worked and was easy to use . 
85 
4 The hotel was dirty and un-hygienic . 71 5 The hotel was clean and tidy . 
60 
6 The hotel equipment (chairs, hairdryer, TV, air conditioning, telephone, 
etc. ) were use ul or making my visit pleasant (1) 
. 
89 
7 The mechanical equipment was operating properly (2) . 95 8 The hotel was bright and well lit (3) . 95 
Staff Behaviour and Attitude 
9 Staff displayed effortless expertise . 82 10 Staff didn't know what they were doing . 82 11 Staff recognised you . 78 12 Staff seemed to anticipate what I wanted . 76 
13 Staff didn't care whether you were pleased or not . 
73 
14 Staff were willing and enthusiastic to explain everything I asked . 70 
15 Staff were helpful and riendl (4) . 74 
16 Staff listened to me (5) . 84 17 Sta reeted me with a smile (6) . 74 
Output Quality 
18 The whole experience in the hotel was exceptionally good - simply 
wonderful 
. 85 
19 I didn't like the hotel at all . 93 
20 The hotel made it easy to escape from the normal life . 80 
21 The hotel guests were the sort of people I liked to meet . 
78 
22 The hotel was extremely good value for money . 
73 
23 The hotel wasn't worth the money . 76 
24 The hotel had a warm and friendly atmosphere . 
73 
25 I think the hotel was not suitable for spending a holiday (7) . 
84 
Accessibility 
26 It was easy to get lost and miss out on things, because there was so little 
information . 
95 
27 It was very easy to find your way around the hotel . 78 
28 It was easy to find the hotel facilities (8) . 
78 
29 It was easy to find out what was oin on (9) . 
84 
30 They were not very orthcomin with information (10) . 78 
Timeliness 
31 The meal service was well timed and efficient . 88 
32 The meal service was too slow to endure . 78 
33 Everything arrived with an impressive speed . 
83 
34 My orders arrived immediately(] 1) . 
84 
35 The scheduled services were on time (12) . 74 
37 The waiting time or the service was minimum (13) . 
78 
Reliability 
38 The hotel always delivered exactly what it promised . 
78 
39 The hotel did not deliver any of its promises . 
80 
40 You had to constantl dispute items on the bill. . 
71 
41 The hotel 's records and transactions were accurate (14) . 78 
42 They always did something to compensate, when things went wrong(] S) . 69 
* The statements in italic are taken from the Q sort study 6 (n=20) 
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APPENDIX C. 4. THE LIKERT SCALE QUESTIONNIARE 
UNIVERSITY OF SURREY 
Management Studies for the Service Sector 
19 August 1997 
Dear Madam / Sir 
I am a postgraduate student undertaking research into how guests evaluate hotels. This research is 
organised by the UNIVERSITY OF SURREY, Guildford, UK and is strictly confidential. 
I would be grateful if you would complete this questionnaire which will take you approximately 10 
minutes. It is confidential and your co-operation is appreciated. 
Yours sincerely, 
Yuksel EKINCI 
Ph. D. Researcher. 
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HOTEL QUALITY SURVEY 
About Yourself (confidential) 
Please tick. 
I am a: Q Female 
My Age group is: Q 16 to 24, 
Q45 to 54, 
My occupation: 
My nationality: 
Q Male 
Q25 to 34, 
Q55 to 640, 
1135 to 44 
1165 and over. 
Appendix C 
HOW TO ANSWER? We want to know how you feel about the hotel you have just stayed in. There is 
no right or wrong answer - all we are interested in is a number that best shows your perceptions about 
the quality of hotel. 
Please rate each statement from (1) to (5) where circling (1) means you Strongly Disagree with the 
statement and (5) means you Strongly Agree with it. You may circle any of the numbers in the middle 
that show how strong your feeling is. Please answer all questions. 
For example 
Strongly Disagree Undecided Agree Strongly 
Disagree Agree 
1 2 4 5 
1 The hotel equipment (chairs, hairdryer, TV, air 
conditioning, telephone, etc. ) were useful for 1 2 3 4 5 
making my visit pleasant. 
2 The mechanical equipment was operating 
properly 1 2 3 4 5 
3 Staff recognised you. 1 2 3 4 5 
4 Staff seemed to anticipate what I wanted. 1 2 3 4 5 
5 The hotel was bright and well lit 1 2 3 4 5 
6 I think the hotel was not suitable for spending 
a holiday 1 2 3 4 5 
7 Staff were really good, they displayed effortless 
expertise. 1 2 3 4 5 
8 It was impossible to find your way around the 
hotel, because it was a complete maze. 1 2 3 4 5 
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No HOTEL QUALITY STATEMENTS 
Strongly 
Disagree 
1 
Dis- 
agree 
2 
Un- 
decided 
3 
Agree 
4 
Strongly 
Agree 
5 
9 The waiting time for the service was minimum 1 2 3 4 5 
10 The hotel was clean and tidy 1 2 3 4 5 
11 The meal service was too slow to endure 1 2 3 4 5 
12 Staff were helpful and friendly 1 2 3 4 5 
13 Staff listened to me. 1 2 3 4 5 
14 The whole experience in the hotel was 
exceptionally good - simply wonderful 1 2 3 4 5 
15 They were not very forthcoming with 
information 1 2 3 4 5 
16 The hotel made it easy to escape from the 
normal life 1 2 3 4 5 
17 You had to plan for everything to avoid 
queuing for service 1 2 3 4 5 
18 The decor was beautifully co-ordinated with 
great attention to detail and clear vision. 1 2 3 4 5 
19 It was very easy to find your way around the 
hotel 1 2 3 4 5 
20 The hotel always delivered exactly what it 
promised 1 2 3 4 5 
21 It was easy to find out what was going on 1 2 3 4 5 
22 The hotel's records and transactions were 
accurate 1 2 3 4 5 
23 I didn't like the hotel at all 1 2 3 4 5 
24 It was easy to find the hotel facilities 1 2 3 4 5 
25 They always did something to compensate, 
when things went wrong 1 2 3 4 5 
26 The meal service was well timed and efficient 1 2 3 4 5 
27 Staff were incompetent and did not know what 
they were doing. 1 2 3 4 5 
28 The hotel did not deliver any of its promises. 1 2 3 4 5 
29 You had to constantl dispute items on the bill. 1 2 3 4 5 
30 The hotel was extremely good value for money 1 2 3 4 5 
31 My orders arrived immediately 1 2 3 4 5 
32 Everything arrived with an impressive speed 1 2 3 4 5 
33 The decor was a tasteless jumble 1 2 3 4 5 
34 Everything in the room worked and was easy 
to use 1 2 3 4 5 
35 The hotel guests were the sort of people I liked 
to meet 1 2 3 4 5 
36 The hotel was Eir1y and un-hygienic 1 2 3 4 5 
About your accommodation? Please tick. ? Hotel ? Apart Hotel ? Holiday Village ? Others 
classification? 1 star 72 star 73 star 74 star 75 star 
How long did you spend in this accommodation? 
Is this your first visit to this hotel? Please tick. ? Yes 7 No 
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How likely is it that you would return to this hotel? Please circle the appropriate number. 
Extremely Unlikely 12345 Extremely likely 
How likely is it that you would recommend this hotel to your friends? 
Extremely Unlikely 12345 Extremely likely 
How would you rate the overall quality of hotel? 
Very poor quality 12345 Excellent quality. 
Appendix C 
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APPENDIX C. 5. THE INDIRECT RANK SCALE QUESTIONNAIRE 
UNIVERSITY OF SURREY 
Management Studies for the Service Sector 
29 October1997 
Dear Madam / Sir 
I am a postgraduate student undertaking research into how guests evaluate hotels. This research is 
supervised by the UNIVERSITY OF SURREY, Guildford, UK and is strictly confidential. 
I would be grateful if you would complete this questionnaire which may take you approximately 10 
minutes. It is confidential and your co-operation is appreciated. 
Yours sincerely, 
Yuksel EKINCI 
Ph. D. Researcher. 
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HOTEL SURVEY 
HOTEL SURVEY: We want to know how you feel about the hotel you have just stayed in. Please circle 
either "yes" or "no" to each of the following statements. 
No HOTEL STATEMENTS YES NO 
1 There was some style in the decor, but it was not beautiful yes no 
2 The hotel always delivered exactly what it promised yes no 
3 If you looked around there were directions and information to help 
you find things. 
yes no 
4 Although promised, services provided were minimal even following 
persistent requests. 
yes no 
5 Staff competence tended to breakdown when under pressure. yes no 
6 The decor was a tasteless jumble. yes no 
7 The hotel delivered on most of its promised services exactly, but some 
were minimal. 
yes no 
8 The meal service was much slower than I expected yes no 
9 The food was tasty, not well presented, but with plenty of choice yes no 
10 Staff were competent and had obviously received some training. yes no 
11 The hotel was clean but a bit messy. yes no 
12 Staff were really good, they displayed effortless expertise. yes no 
13 The meal service was quite punctual. yes no 
14 The decor was beautifully co-ordinated with great attention to detail 
and clear vision. 
yes no 
15 The food was tasteless, poorly presented, and we had little choice yes no 
16 The hotel did not deliver any of its promises yes no 
17 It was very easy to find your way around the hotel. yes no 
18 The hotel was clean and tidy. yes no 
19 Staff were incompetent and did not know what they were doing. yes no 
20 The hotel was OK and pretty typical of its type yes no 
21 It was impossible to find your way around the hotel because it was a 
complete maze. 
yes no 
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No HOTEL STATEMENTS YES NO 
22 The food was delicious, well presented and, with plenty of choice yes no 
23 The cleanliness of the hotel was just about tolerable. yes no 
24 You had to search hard for directions and information to find things. yes no 
25 The speed of meal service was adequate. yes no 
26 The hotel supplied the promised services, but it was only minimum 
requirement. 
yes no 
27 I didn't like the hotel at all. yes no 
28 The meal service was well timed and efficient yes no 
29 The whole experience of the hotel was exceptionally good - simply 
wonderful. 
yes no 
30 The food was bland with insufficient choice yes no 
31 Staff were not very competent and had not been trained properly. yes no 
32 The meal service was too slow to endure. yes no 
33 The decor was let down by lack of thought and lack of style yes no 
34 The hotel was dirty and un-hygenic. yes no 
35 Some thought had gone into the decor, it had an obvious style yes no 
36 You searched without success for information and direction. yes no 
37 The hotel didn't make any impression on me either way yes no 
38 The hotel didn't seem to have been cleaned properly yes no 
39 The food was bland and the choice was sufficient yes no 
40 I think the whole experience in the hotel was just better than I 
expected 
yes no 
About your hotel, Please tick ('i) as appropriate: 
If you stayed in the hotel please indicate the star rating. 
1 Star Q 
2 Star Q 
3 Star Q 
4 Star Q 
5 Star Q 
If you stayed in the Guesthouse please indicate the quality (Q) rating. 
1QQ 2QQ 3Q0 4QQ 
Architectural style. Traditional Q Modern Q 
5QQ 
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Which one of the following alternatives best describes the location of the hotel. Please tick only one 
City Centre Q Small Town Q Countryside Q 
City Suburb Q Large Town Q Coastal and Mountain Resort Q 
If you were given a free choice, would you return to this hotel?. Yes Q 
Would you recommend this hotel to your friends? 
About Yourself. Please tick (4) as appropriate 
Sex: Q Female Q Male 
Yes 13 
No 0 
No 0 
Age: Q 16 to 24,025 to 34,1135 to 44 045 to 54 055 and over 
Purpose for travelling: Q Business 
Income group: Q up to £15,000 
Q £15,001 to £22,000 
Q £22,001 to £35,000 
Q £35,001 and over 
Nationality, please state 
Q Leisure and domestic 
How many occasions do you usually stay in a hotel during a typical year? Please tick as appropriate. 
Up to 5Q between 6 -10 Q between 11- 20 Q more than 20 Q 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE. 
368 
Y. Ekinci Appendix D 
APPENDIX D 
Findings with The Surveys 
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APPENDIX D. I. CHARACTERISTICS OF HOTEL SAMPLE 
The Type of Hotel: Figure D. 1. depicts the type of hotel used by the sample. 
Figure D. I. Type of Hotel (n=292) 
Holiday Village 
0.3% 
Apart Hotel 
35% 
Appendix D 
OHotel 
®Apart Hotel 
Hotel 0 Holiday Village 
62% D Othe rs 
The apart hotels (self-catering) display a significant share in total sample (35%) due to 
increasing popularity of their use in Turkey. 
The Grading of Hotel: The hotel grading schema used in Turkey uses the 5 point star 
rating scale. Figure D. 2. illustrates the grading of hotels. 
1 Star 
2% 
2 Star 
30% 
Missing 
15% 
3 Star 
41% 
01 Star 
®2 Stars 
03 Stars 
04 Stars 
®5 Stars 
Cl Missing 
As can be seen from Figure D. 2., the two major hotel categories, three star hotels (41%), 
two star hotels (30%), account for a significant proportion of the sample 
Others 
2.7% 
Figure D. 2. Hotel Grading (n=292) 
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APPENDIX D. 2. THE LIKERT SCALE DATA: EVALUATION OF SERVICE 
QULAITY ACCORDING TO DEMOGRAPHIC VARIABLES 
The objective of this section is to explore the evaluation of service quality according to 
respondents' demographic information. Hence, the five demographic variables; age, 
gender, social class, type of hotel, and grading of hotel are used for statistical analysis. 
By the same token statistical analyses are employed to determine whether or not the 
group of samples come from the same population. In order to test this proposition "the t 
test statistics" and the "Analysis of Variances" (ANOVA) are employed as appropriate. 
In application of statistical tests `the sample grand mean score' was used. This was 
computed in two stages. First, each person's rating for the scale (36 items) was summed 
and divided by the number of statements, which are 36. This computation also 
represents person's overall mean score. Then, each person's overall mean score was 
summed (column total) and divided by the number of sample size which is called the 
sample grand mean score. 
In response to the sample grand mean score (mean = 3.83, SD = . 
62, n= 217), the data 
has a normal distribution. The normality of group differences was also checked before 
performing any statistical test. Furthermore, if a group sample size was too small 
(usually 3 to 5), this group was excluded from the test because the findings would not be 
reliable (Grimm, 1993). 
Gender: The sample mean score was divided in two groups between males and females. 
In order to search whether evaluation of service quality changes between males and 
females, the "independent sample t test" was conducted to investigate the mean 
difference between groups (Grimm, 1993). The null (Ho) and alternative (H1) 
hypotheses and the findings are summarised in Table D. 1. 
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Table D. 1. The Assessment of Perceptual Difference by Gender 
Ho = There is no difference between male and female holidaymakers in the 
evaluation of service quality 
H1 = There is a difference between male and female holidaymakers in the 
evaluation of service aualitv 
(n) Mean SD Lavene's 2- Tail Significance 
Test 
Male 144 3.70 
. 
58 F=2.23 P=. 19 
Female 140 3.80 
. 
67 p =. 13 
The variances of two samples were not equal according to the Lavene's test (p=. 13) 
(Norusis, 1993). Therefore, the significance value corresponding to unequal variance for 
the hypothesis testing was taken account (p=. 19). As can be seen from Table D. 1., the 
alternative hypothesis should be rejected since the mean differences is not statistically 
significant (p< . 
05). 
Age: Given that observed frequency score, group five (55 to 64) and six (65 and over) 
contain a small number of people (n<5). In order to test the mean difference between the 
three groups (16-24,25-34) 35-44,45-54)., Analysis of Variances (ANOVA) is 
conducted. Table D. 4. shows the null and alternative hypotheses and findings. 
Table D. 4. The Assessment of Perceptual Difference by Age Group: 1 Way-ANOVA. 
Ho = The Holiday makers who belong to different age groups perceive service 
quality the same 
Hi = The Holiday makers who belong different age groups perceive service quality 
different 
Source D. F Sum of Mean F Ratio F Prob. 
Squares Squares 
Between Groups 3 1.5 . 
50 1.28 
. 
28 
Within Groups 198 77.0 . 
38 
Total 201 78.5 
According to the Table D. 4., the alternative hypothesis was rejected since the probability 
value is not significant (p> . 
05). Hence, there is no statistical difference in evaluation of 
service quality between the holidaymakers who are belonging to the different age group. 
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There was also no difference according to follow up tests including `Bonferoni' and 
`Schelle' (Norusis, 1993) 
Social Class: The objective of this analysis is to identify the perceptual difference 
amongst to the holidaymakers who come from different social classes. 
Two assumptions were necessary to check before performing ANOVA test; the normal 
distribution and the equality of sample variance. In response to the first assumption, 
some of the groups had a skewed distribution. Therefore, the data is checked by 
nonparametric version of one-way analysis of variances (Kruskal Wallis 1-Way 
ANOVA). The findings, null and alternative hypotheses are displayed in Table D. 5. 
Table D. 5. The Assessment of Perceptual Difference by Social Class: Kruskal Wallis 1 
Way ANOVA. 
Ho = The Holidaymakers coming from different Social Classes perceive service 
quality same 
H1 = The Holidaymakers coming from different Social Classes perceive service 
auality different 
chi-square D. F Significance (p) 
. 
99 3 
. 
80 
As can be seen from the significant score in Table D. 5., the alternative hypothesis should 
be rejected since the mean difference is not statistically significant, (p > . 
05). Hence, 
there is no difference in evaluation of service quality amongst to the holidaymakers who 
come from different social class. No contradictory findings are observed in the follow- 
up tests. 
Type of Accommodation The analysis concerns whether or not the group of holiday 
makers who stayed in different type of accommodation perceive service quality different. 
The independent sample t test is performed in order to investigate mean differences 
between these two groups. The null and alternative hypotheses are shown in Table D. 6. 
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Table D. 6. The Assessment of Perceptual Difference by the Type of Accommodation: 
Independent Sample t Test 
Ho = The holidaymakers who stayed in different types of hotel perceive service 
quality the same. 
Hi = The holidaymakers who stayed in different types of hotel perceive service 
aualitv different 
(n) Mean SD Lavene's 2- Tail Significance 
Test 
Hotel 163 3.79 . 
65 F=3.16 p =. 26 
Apart Hotel 66 3.89 
. 
55 p =. 07 
The alternative hypothesis is rejected since the probability value is not significant (p > 
. 
05). This result suggests that there is no difference between the holidaymakers who 
stayed in different type of accommodation. 
Grading of the Hotel: The objective of this analysis is to test the perceptual difference 
amongst to those groups who stayed in different hotels classified according to the star 
gratings. The null hypothesis involves that the holidaymakers perceive service quality the 
same, no matter which hotel they stayed and the null hypothesis proposes that the 
perception of service quality changes amongst those holidaymakers who stayed in those 
hotels which are classified by different star rating. 
Again, the normality and the homogeneity of group sample was explored before 
performing any statistical test. The analysis of the Lavene statistics suggests that the 
groups have a different variance (p< . 
05). Consequently, the Kruskal - Wallis test 
(nonparametric ANOVA) was appropriate to test the relevant hypotheses. The test 
includes three types of hotel grading; two, three, four and five star hotels, which have a 
relatively large (n>5) sample (the sample size is reduced due to use of listwise deletion 
when grand mean score was computed) Table D. 7. depicts the null and alternative 
hypotheses and findings. 
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Table D. 7: The Assessment of Perceptual Difference by the Grading of Hotel: Kruskal - 
Wallis 1- Way ANOVA. 
Ho = The holidaymakers who stayed in different grading of hotels perceive service 
quality the same. 
H1 = The holidaymakers who stayed in different grading of hotels perceive service 
quality different 
chi-square D. F Significance (p) 
17.93 3 . 
00 
Given to the significant probability value (p < . 
05) the null hypothesis should be rejected 
in favour of alternative hypothesis. These findings suggest that the holidaymakers' 
perception of service quality is different according to the hotel grading. 
As these findings necessary to be confirmed with an additional analysis, a series of 
"independent sample t test" was performed between these groups. The findings suggests 
that the perception of service quality is different between the holidaymakers who visited 
two star hotels and three star hotels (p <. 00). Bonferoni correction has also been made 
for this multiple test between the groups (Norusis, 1993, p., 273) 
According to the mean score of these two groups, it can be inferences that the 
holidaymakers who accommodated in two star hotels (mean = 3.55, SD = 69, n= 64) 
found the quality of services as being less satisfactory than the other group 
holidaymakers who stayed in the three (mean = 4.00, SD = 49, n= 93) star hotels. 
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APPENDIX D. 3. PRODUCT MOMENT CORRELATION OF THE LIKERT SCALE 
PHYSICAL QUALITY 
QU2 
QU1 
. 
4116** 
QU2 QU5 QU10 QU18 QU33 QU36 
QU5 
. 3701** . 
2676** 
QU10 
. 2645** . 3566** . 
5751** 
QU18 
. 3971** . 3777** . 
5346** 
. 5376** QU33 
. 2755** . 4331** . 
4686** 
. 4636** 6009** QU34 
. 3497** . 6346** . 3838** . 5095** 
. 
. 4273** 4975** QU36 
. 2848** . 3770** . 4834** . 5639** 
. 
. 4526** . 5058** . 4992** 
STAFF BEHAVIOUR AND ATTITUDE 
QU3 QU4 QU7 QU12 QU13 QU4 
. 5015** QU7 
. 
4774** 
. 7092** QU12 
. 5904** . 6215** . 6878** QU13 
. 4721** . 5992** . 6461** . 7855** QU27 
. 2338** . 3324** . 4201** . 4281** . 4357** 
OUTPUT QUALITY 
QU6 QU14 QU16 QU23 QU30 
QU14 
. 4962** QU16 
. 4156** . 5991** QU23 
. 4921** . 
6169** 
. 5039** QU30 
. 
4516** 
. 
7124** 
. 5158** . 5846** QU35 
. 
0724 
. 
2959** 
. 
2008** 
. 
1841** 
. 
1978** 
ACCESSIBILITY 
QU8 QU15 QU19 QU21 
QU15 
. 0976 QU19 
. 3126** . 1047 QU21 
. 
1386* 
. 
3266** 
. 1953** QU24 
. 
2523** 
. 1576** . 4058** . 3208** 
TIMELINESS 
QU9 QU11 QU17 QU26 QU31 
QU11 
. 
5079** 
QU17 
. 
2325** 
. 
3713** 
QU26 
. 
5813** 
. 
4964** 
. 
2924** 
QU31 
. 
6344** 
. 
3800** 
. 
1961** 
. 
5673** 
QU32 
. 
5782** 
. 
4128** 
. 
2045** 
. 
5222** 
. 
7599** 
RELIABILITY 
QU20 QU22 QU25 QU28 
QU22 
. 4643** QU25 
. 5628** . 4285** QU28 
. 4848** . 3146** . 3893** QU29 . 2469** . 4101** . 2986** . 4610** 
*- Signif LE. 05 ** - Signif. LE 01 (2-tailed 
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APPENDIX D. 4. THE PERFECT GUTTMAN SCALE MATRIX WITH 
POLITOMUS RATING SCALE 
Matrix 1. Eight Item Scale 
1 2 3 4 5 6 7 8 Total 
2 2 2 2 2 2 2 2 16 
2 2 2 2 2 2 2 1 15 
2 2 2 2 2 2 1 1 14 
2 2 2 2 2 2 2 0 14 
2 2 2 2 2 1 1 1 13 
2 2 2 2 2 2 2 0 13 
2 2 2 2 2 1 1 0 12 
2 2 2 2 1 1 1 1 12 
2 2 2 2 2 2 0 0 12 
2 2 2 2 2 1 1 0 12 
2 2 2 2 2 1 0 0 11 
2 2 2 2 1 1 1 0 11 
2 2 2 2 2 0 0 0 10 
2 2 2 2 1 1 0 0 10 
2 2 2 1 1 1 1 0 10 
2 2 1 1 1 1 1 1 10 
2 2 2 2 1 0 0 0 9 
2 2 2 1 1 1 0 0 9 
2 1 1 1 1 1 1 1 9 
2 1 1 1 1 1 1 1 9 
2 2 2 2 0 0 0 0 8 
2 2 2 1 1 0 0 0 8 
2 2 1 1 1 1 0 0 8 
2 1 1 1 1 1 1 0 8 
1 1 1 1 1 1 1 1 8 
2 2 2 1 0 0 0 0 7 
2 2 1 1 1 0 0 0 7 
2 1 1 1 1 1 0 0 7 
1 1 1 1 1 1 1 0 7 
2 2 2 0 0 0 0 0 6 
2 2 1 1 0 0 0 0 6 
2 1 1 1 1 0 0 0 6 
1 1 1 1 1 1 0 0 6 
2 2 1 0 0 0 0 0 5 
2 2 1 1 0 0 0 0 5 
2 1 1 1 0 0 0 0 5 
1 1 1 1 1 0 0 0 5 
2 2 0 0 0 0 0 0 4 
2 1 1 0 0 0 0 0 4 
1 1 1 1 0 0 0 0 4 
2 1 0 0 0 0 0 0 3 
1 1 1 0 0 0 0 0 3 
2 0 0 0 0 0 0 0 2 
1 1 0 0 0 0 0 0 2 
1 0 0 0 0 0 0 0 1 
0 0 0 0 0 0 0 0 0 
Matrix 2. Seven Item Scale 
1 2 3 4 5 6 7 Total 
2 2 2 2 2 2 2 14 
2 2 2 2 2 2 1 13 
2 2 2 2 2 2 0 12 
2 2 2 2 2 1 1 12 
2 2 2 2 2 0 0 10 
2 2 2 2 1 1 0 10 
2 2 2 2 1 0 0 9 
2 2 2 1 1 1 0 9 
2 2 1 1 1 1 1 9 
2 2 2 2 0 0 0 8 
2 2 2 1 1 0 0 8 
2 2 1 1 1 1 0 8 
2 1 1 1 1 1 1 8 
2 2 2 1 0 0 0 7 
2 2 1 1 1 0 0 7 
2 1 1 1 1 1 0 7 
1 1 1 1 1 1 1 7 
2 2 2 0 0 0 0 6 
2 2 1 1 0 0 0 6 
2 1 1 1 1 0 0 6 
1 1 1 1 1 1 0 6 
2 2 1 0 0 0 0 5 
2 1 1 1 0 0 0 5 
1 1 1 1 1 0 0 5 
2 2 0 0 0 0 0 4 
2 1 1 0 0 0 0 4 
1 1 1 1 0 0 0 4 
2 1 0 0 0 0 0 3 
1 1 1 0 0 0 0 3 
2 0 0 0 0 0 0 2 
1 1 0 0 0 0 0 2 
1 0 0 0 0 0 0 1 
0 0 0 0 0 0 0 0 
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Matrix 3. Six Item Scale 
1 2 3 4 5 6 Total 
2 2 2 2 2 2 12 
2 2 2 2 2 1 11 
2 2 2 2 2 0 10 
2 2 2 2 1 1 10 
2 2 2 2 1 0 9 
2 2 2 2 0 0 8 
2 2 2 1 1 0 8 
2 2 2 1 0 0 7 
2 2 1 1 1 0 7 
2 1 1 1 1 1 7 
2 2 2 0 0 0 6 
2 2 1 1 1 1 6 
2 1 1 1 1 0 6 
1 1 1 1 1 1 6 
2 2 1 0 0 0 5 
2 1 1 1 0 0 5 
1 1 1 1 1 0 5 
2 2 0 0 0 0 4 
2 1 1 0 0 0 4 
1 1 1 1 0 0 4 
2 1 0 0 0 0 3 
1 1 1 0 0 0 3 
2 0 0 0 0 0 2 
1 1 0 0 0 0 2 
1 0 0 0 0 0 0 
0 0 0 0 0 0 0 
Matrix 7. Four Item Scale 
1 2 3 4 Total 
2 2 2 2 8 
2 2 2 1 7 
2 2 2 0 6 
2 2 1 1 6 
2 2 1 0 5 
2 1 1 1 5 
2 2 0 0 4 
2 1 1 0 4 
1 1 1 1 4 
2 1 0 0 3 
1 1 1 0 3 
2 0 0 0 2 
1 1 0 0 2 
1 0 0 0 1 
0 0 0 0 0 
Matrix 4. Five Item Scale 
1 2 3 4 5 Total 
2 2 2 2 2 10 
2 2 2 2 1 9 
2 2 2 2 0 8 
2 2 2 1 1 8 
2 2 2 1 0 7 
2 2 1 1 1 7 
2 2 2 0 0 6 
2 1 1 1 1 6 
2 2 1 1 0 6 
2 2 1 0 0 5 
2 1 1 1 0 5 
1 1 1 1 1 5 
2 2 0 0 0 4 
2 1 1 0 0 4 
1 1 1 1 0 4 
2 1 0 0 0 3 
1 1 1 0 0 3 
2 0 0 0 0 2 
1 1 0 0 0 2 
1 0 0 0 0 1 
0 0 0 0 0 0 
Matrix 6. Three Item Scale 
1 2 3 Total 
2 2 2 6 
2 2 1 5 
2 2 0 4 
2 1 1 4 
2 1 0 3 
1 1 1 3 
2 0 0 3 
1 1 0 2 
1 0 0 1 
0 0 0 0 
Matrix 8. Two Item Scale 
1 2 Total 
2 2 4 
2 1 3 
2 0 2 
1 1 2 
1 0 1 
0 0 0 
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APPENDIX D. 5. ASSESSING MULTI-COLLINEARITY AND MODEL 
ESTIMATION 
The values of variance inflation (VIF) and tolerance for each variable are considered for 
assessing multi-collinearity. No VIF value exceeded 3.0, and no values of conditioning 
index were greater than . 
30. All the condition index coefficients were lower than the . 
90 
threshold shown that there was no multi-collinearity. The Durbin-Watson value was 
2.001 indicating that there was no residual correlation in the model (Hair et. al., 1995, 
Norisis, 1993). 
The following analyses outline the relationship between the three validated constructs 
which are significant in predicting overall service quality namely output quality, physical 
quality, staff behaviour and attitude. 
Dependent Variable: Physical Quality 
Multiple R 
. 
77316 
R Square 
. 
59777 
Adjusted R Square 
. 
59465 
Standard Error 2.32177 
Analysis of Var. DF Sum of Squares Mean Square 
Regression 2 2066.90325 1033.45162 
Residual 258 1390.78258 5.39063 
F= 191.71258 Signif F= . 
0000 
Variable B SE B Beta T Sig T 
OUTPUT Q. 
. 
972897 . 
057972 
. 
761307 16.782 . 
0000 
S TAF BEH. . 
020766 . 
040062 . 
023515 . 
518 
. 
6047 
(Constant) 3.130552 . 
773420 4.048 . 
0001 
Dependent Variable: Output Quality 
Multiple R . 
79863 
R Square . 
63781 
Adjusted R Square . 
63500 
Standard Error 1.72404 
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Analysis of Var. DF 
Regression 2 
Residual 258 
Sum of Squares 
1350.39277 
766.85627 
Mean Square 
675.19638 
2.97231 
F= 227.16208 Signif F= 
. 
0000 
Variable B SE B Beta T Sig T 
PHYSICAL Q. 
. 
536440 
. 
031965 
. 
685533 16.782 
. 
0000 
STAF BEH. 
. 
151533 
. 
028229 
. 
219281 5.368 
. 
0000 
(Constant) 
. 
836251 
. 
589967 1.417 
. 
1576 
APPENDIX D. 6. THE TEMPLATES OF THE INDIRECT SCALE 
Table D. 8. The Perfect Scale Template 
Item 5 Item 4 Item 3 Item 2 Item 1 Error Output of Evaluation 
+ (+) 
1 1 1 0 0 no Positive 
1 1 0 0 0 no Positive 
1 0 0 0 0 no Positive 
0 1 0 0 0 no Positive 
0 0 1 0 0 no Neutral 
0 0 1 1 1 no Negative 
0 0 0 1 1 no Negative 
0 0 0 0 1 no Negative 
0 0 0 1 0 no Negative 
* (1) = support, (0) = not support 
Table D. 9. The Possible Error Patterns 
Item 5 Item 4 Item 3 Item 2 Item 1 Error Output of Evaluation 
+ + - 
1 1 1 1 1 yes - 
0 1 1 1 1 yes - 
1 0 0 0 1 yes - 
0 1 1 1 0 yes - 
0 1 0 1 0 yes - 
0 1 0 1 1 yes 
1 1 1 1 0 yes - 
1 1 0 1 0 yes - 
1 1 0 0 1 yes - 
1 1 0 1 0 yes - 
1 0 0 1 0 yes - 
0 0 0 0 0 yes - 
* (1) = support, (0) = not support 
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APPENDIX D. 7. THE INDIRECT RANK DATA: THE MAIN SAMPLE, 
EVALUATION OF SERVICE QUALITY ACCORDING TO DEMOGRAPHIC 
VARIABLES, 
This section intents to explore whether or not the evaluation of service quality changes 
according to the respondents' demographic information. Consequently, the collected 
data was exposed to the item analysis. The major variables involved in this analysis are: 
age, income, purpose of travelling, and occasion to stay. 
Table D. 9. Indirect Rank Scale: Analysis by Age 
The Content of The Age Groups, Total Error and CR Values 
the Scale 
16 to 24 25 to 34 35 to 44 45 to 54 55 and Over 
Error CR Error CR Error CR Error CR Error CR 
The decor of 0 100 2 . 
95 3 
. 
93 8 
. 
90 4 
. 
94 
hotel (n=14) (n=40) (n=43) (n=79) (n=66) 
The cleanliness 1 . 
92 3 
. 
93 0 100 11 
. 
86 2 
. 
97 
of hotel (n=13) (n=40) (n=46) (n=80) (n=69) 
The hotel food 2 
. 
81 4 
. 
89 8 
. 
81 15 
. 
80 7 
. 
87 
(n=11) (n=36) (n=43) (n=76) (n=55) 
The 0 100 2 . 
95 2 . 97 4 . 
95 1 . 98 
competence of (n=14) (n=39) (n=46) (n=81) (n=68) 
staff 
The hotel 2 
. 
86 5 
. 
88 4 
. 
91 6 
. 
92 6 
. 
90 
experience (n=14) (n=41) (n=44) (n=77) (n=63) 
The 1 
. 
93 1 
. 
98 2 
. 
95 4 
. 
94 1 
. 
98 
accessibility of (n=14) (n=40) (n=43) (n=78) (n=68) 
hotel services 
The speed of 0 100 0 100 4 . 
90 2 
. 
97 2 
. 
97 
meal service (n=13) (n=41) (n=42) (n=75) (n=62) 
Keeping 0 100 6 . 
84 1 . 98 
15 . 
81 1 . 98 
promises (n=14) (n=38) (n=45) (n=79) (n=64) 
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Table D. 10. Indirect Rank Scale: Analysis by Income 
The Content of The Income Groups (£), Total Error and CR Values 
the Scale 
Up to 15.000 15.001-22.000 22.001-34.000 34.001 and Over 
Error CR Error CR Error CR Error CR 
The decor of 4 . 
91 4 . 
93 4 
. 93 3 . 95 hotel (n=49) (n=60) (n=63) (n=56) 
The cleanliness 2 . 96 4 . 93 
6 
. 
90 5 
. 91 
of hotel (n=50) (n=61) (n=63) (n=56) 
The hotel food 10 
. 
76 4 
. 
93 10 
. 
84 12 
. 
75 
(n=43) (n=55) (n=62) (n=49) 
The 0 100 3 
. 
95 2 
. 
97 4 
. 
92 
competence of (n=50) (n=60) (n=64) (n=56) 
staff 
The hotel 7 
. 
86 8 
. 
87 6 
. 
90 2 
. 
96 
experience (n=50) (n=61) (n=62) (n=53) 
The 0 100 2 . 97 1 . 
98 4 . 93 
accessibility of (n=50) (n=61) (n=64) (n=55) 
hotel services 
The speed of 3 . 
94 1 
. 
98 3 
. 
95 1 
. 
98 
meal service (n=49) (n=54) (n=62) (n=51) 
Keeping 3 
. 
93 2 
. 
96 10 
. 
84 8 
. 
85 
promises (n=48) (n=59) (n=63) (n=54) 
Table D. I It. Indirect Rank Scale: Analysis by Purpose of Travelling 
The Content of The Purpose of Travelling, Total Error and CR Values 
the Scale 
Leisure and Domestic Business 
Error CR Error CR 
The decor of 6 . 
84 11 . 
93 
hotel (n=38) (n=180) 
The cleanliness 4 . 89 
10 . 94 
of hotel (n=38) (n=183) 
The hotel food 7 . 
78 27 . 83 
(n=33) (n=166) 
The 3 . 
91 5 . 
97 
competence of (n=37) (n=188) 
staff 
The hotel 6 . 
84 15 91 
experience (n=39) (n=176) 
The 3 . 
92 6 . 
97 
accessibility of (n=39) (n=183) 
hotel services 
The speed of 3 . 
92 5 . 
97 
meal service (n=39) (n=177) 
Keeping 8 . 74 11 . 
94 
promises (n=31) (n=180) 
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Table D. 12. Indirect Rank Scale: Analysis by Occasion to Stay 
The Content of The Occasion to stay, Total Error and CR Values 
the Scale 
Up to 5 Between 6-10 Between 11-20 more th an 20 
Error CR Error CR Error CR Error CR 
The decor of 8 . 93 3 . 
95 4 . 84 2 . 90 hotel (n=130) (n=64) (n=25) (n=22) 
The cleanliness 6 . 
95 3 . 95 
6 
. 
76 2 
. 
90 
of hotel (n=133) (n=63) (n=25) (n=22) 
The hotel food 14 . 88 8 . 87 
7 
. 69 
6 
. 70 (n=118) (n=60) (n-23) n=20) 
The 2 . 98 
2 
. 97 
4 
. 83 
2 
. 90 
competence of (n=135) (n=65) (n=24) (n=22) 
staff 
The hotel 12 . 
90 5 . 92 4 . 83 
2 
. 91 
experience (n=130) (n=60) (n=25 (n=23) 
The 3 
. 
97 5 . 
92 0 100 1 
. 95 
accessibility of (n=134) (n=62) (n=24) (n=23) 
hotel services 
The speed of 3 . 98 2 . 97 
1 
. 95 
2 
. 90 
meal service (n=128) (n=59) (n=23) (n=21) 
Keeping 6 
. 95 3 . 95 
5 79 8 . 63 
promises (n=129) (n=62) (n=24) (n=22) 
APPENDIX D. 8. THE CONTROL SAMPLE: THE CHARACTERISTICS OF 
HOTELS 
Architectural Style of The Hotels: The architectural style of the hotels is shown in 
Figure D. 3. 
Figure D. 3. Architectural Style (n= 60) 
Traditional 
46% 
missing 
16% 
El Traditional 
® Modem 
* Both 
0 missing 
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According to Figure D. 3., the majority of the hotels are designed in traditional style 
(46%). The considerable amount of missing data (16%) may be caused due to difficulty 
of assessing the style of the hotels. 
Location of the Hotels: The hotel location used by sample is illustrated in Figure D. 4. 
Figure D. 4. Location of Hotels (n = 60) 
Resort 
8% 
Countryside 
20% 
City Suburb 
10% 
0 City Centre 
® City Suburb 
OSmal Town 
D Large Town 
  Countryside 
Resort 
As can be seen from Figure D. 4., there is a wide distribution among the variables. The 
city hotels is accounted for the first place (30%) and this is followed by the countryside 
hotels. 
APPENDIX D. 9. THREE DIMENSIONAL MODEL : Physical Quality, Staff 
Behaviour and Attitude, Timeliness 
----------- FACTOR ANALYSIS ----------- 
OBLI IIN rotation 1 for extraction 1 in analysis 1- Kaiser Normalisation. 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = . 87660 Bartlett Test of Sphericity = 1736.3199, Significance = . 00000 OBLI IIN converged in 7 iterations. 
Factor 1 Factor 2 Factor 3 
QU3 
. 
91144 
QU12 
. 
85305 
QU13 
. 
68706 
QU7 . 64757 QU4 
. 
64177 
Q36 . 
86357 
QU10 . 
81756 
QU5 . 77455 
QU18 . 
71373 
QU31 -. 86640 
QU9 -. 83687 
QU32 -. 82088 
The explained total amount of variance is 70.4 % (Factor 1= 45.8%, Factor 2= 14.6%, Factor 3= 
10.0%), The factor loading less than . 35 were omitted. The analysis used mean substitution 
for missing 
values. 
City Centre 
30% 
384 
Large Town Smal Town 
17% 15% 
Y. Ekinci Appendix D 
APPENDIX D. 10. TWO-DIMENSIONAL MODEL: Physical Quality, Staff 
Behaviour and Attitude 
----------- FACTOR ANALYSIS ----------- 
OBLIMIN rotation 1 for extraction 1 in analysis 1- Kaiser Normalization. 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = . 85442 
Bartlett Test of Sphericity = 1225.1791, Significance = . 00000 
OBLMN converged in 5 iterations. 
Factor 1 Factor 2 
QU12 . 88197 
QU4 . 80405 QU3 . 80337 
QU7 . 79580 QU13 . 77048 Q36 . 82936 QU10 
. 
80349 
QU5 . 77129 QU18 . 75924 
The explained total amount of variance is 67.2 % (Factor 1= 47.7%, Factor 2= 19.5%), The factor 
loading less than . 35 were omitted. The analysis used mean substitution 
for missing values. 
Three Dimensional Model: Physical Quality Staff behaviour/Attitude and Output 
Quality (Forced model: extraction omitted eigenvalue greater than 1 criteria) 
OBLIMIN rotation 1 for extraction 1 in analysis 1- Kaiser Normalization. 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = . 89513 
Bartlett Test of Sphericity = 1735.2957, Significance = . 00000 
OBLI IIN converged in 9 iterations. 
Factor 1 Factor 2 Factor 3 
QU10 . 80298 Q36 
. 75913 QU5 
. 73279 QU18 
. 
73013 
QU30 . 71601 QU12 . 87796 
QU7 . 82157 
QU4 . 82122 
QU13 . 77126 
QU3 . 71339 . 38112 
QU6 . 75091 
QU23 
------------ 
. 
44547 
--------------- 
. 51606 
-------------------------- 
The explained total amount of variance is 68.6 % (Factor 1= 46.3%, Factor 2= 16.5%, Factor 3= 
5.8%), The factor loading less than . 35 were omitted. The analysis used mean substitution 
for missing 
values. 
If the eigenvalue greater than 1 criteria were used the dimension of output quality 
and physical quality would load on the same factor. 
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